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EXECUTIVE SUMMARY E _

This report was commissioned for the Canadian Printing Industrx__Associatiqg N(C}:};A) by

the Canadian Consulate, Consular office in Buffalo, New York. Tlig‘@bjemvt‘?\%reto provide

an information base for Canadian printing firms that wish to pursue an export-based growth
strategy, identify potential barriers, and supply information that will assist such growth into the
U.S. marketplace.

The area of interest for the study includes all of upstate New York and western
Pennsylvania. The economy of the area is primarily manufacturing based. Despite having
suffered large losses of business and employment during the recent recession, the area remains
one of the major industrial regions of the United States. The printing and publishing industry
is the second largest group of the area’s manufacturing sector. There are approximately 1,400
printing firms in the area, and most of the medium to large firms are concentrated in or near
larger towns and cities.

Comparing the Canadian and U.S. printing industries on the basis of national averages
indicates that growth in manufacturing productivity, labor productivity, and unit labor costs have
been quite similar historically. However, the drop in value of the Canadian dollar with respect
to the U.S. dollar has deteriorated the competitiveness of U.S. firms. Furthermore, the potential
for rising costs for materials, environmental regulations, technology changes and employee
training are expected to further erode U.S. competitiveness.

The projected growth in revenues for the printing industry in the United States is
predicted to be more than 2% during 1994, rising to $177 billion (US). It is possible that with
the current exchange rate and the amount of growth in the U.S. market, Canadians printers will
be able to make considerable in-roads into U.S. markets.

Executives from Canadian printing firms that are currently exporting to the United States
indicated that in order to successfully export to the U.S. market, a Canadian firm must find and
be able to exploit a specific market niche. This can be accomplished through good market
research, a buyout, and/or a joint venture. It was also noted that Canadian printers should make
it appear to potential U.S. customers that they are located just next door. An easy and cost
effective way to achieve this is through the use of an "800" number.

Print buyers in the United States were surveyed to determine if there is a "Buy

American" bias that would hinder the chances of exporting for a Canadian printer. It was






determined that the Canadian perception of the "Buy American" bias is exaggerated. Most of
the U.S. print buyers who were surveyed ranked the importance of their material being printed
in the United States as very low. The three most important criteria for the U.S. print buyers
were product quality, service, and price/cost. Although approximately one third of those
surveyed anticipated no problems in working with a Canadian printer, the most frequently
mentioned problems were on-time delivery, distance, and border crossing problems. Exchange
rates, tariffs, and regulations were not major issues to U.S. print buyers.

Issues concerning movement of business travellers between countries are addressed in the
North American Free Trade Agreement (NAFTA). Four categories for temporary entry are
business visitor, traders and investors, intracompany transferee, and professional. Tariffs are
all but eliminated on printed goods entering the United States. Nontariff impediments are being

eliminated with the Printed in Canada labelling being relaxed over a wider range of products.
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INTRODUCTION

In 1993, approximately $344 million (US) of printed material (SIC 27) was exported by
the United States into Canada, while Canada exported $151 million (US) into the United States.
Clearly the printing industry of both nations has an interest in international trade. In this regard,
this report was commissioned on behalf of the Canadian Printing Industries Association (CPIA)
by the Canadian Consulate, Consular office in Buffalo, New York. The objectives of the study
are to provide an information basis for Canadian printing firms that wish to pursue an export-
based growth strategy, to identify potential trade barriers, and to supply information which will
assist such growth into the U.S. marketplace.

The geographic area surveyed for this report consists of upstate New York and western
Pennsylvania. In certain instances, the research fell outside of this geographic area. It was the
decision of the Canadian-U.S. Business Consulting Service to include the information due to its
relevance to the overall objectives.

This report consists of two volumes. The first volume is organized into 4 individual
sections to facilitate its publication and dissemination by the CPIA. Each part is complete with
its own objective, methodology and summary of results. Supporting material and data for the
reports are included in the second volume that contains the Appendices. The research methods
included reviewing literature from both government and private sources, interviews with both
suppliers and purchasers of printed products and compilation of data from each of the sources.

The results and findings of the project are varied and cover many broad categories.

However, in consideration of the scope of the study, the results and findings should be of great

use to a variety of Canadian printers.
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I. INTRODUCTION

The area of interest includes all of upper New York state and the Pittsburgh area of
western Pennsylvania. Major population centers within these areas include Buffalo, Rochester,
Syracuse, Watertown, Binghamton, Plattsburgh, and Pittsburgh. The commercial base is
diverse, with industries varying from primary forestry and mining operations to manufacturing
of a wide spectrum of products. In addition, a well-developed and mature infrastructure of
highways, rail lines, and communications exists.

The overall objectives of this study are to provide the CPIA and its members with
information for pursuing an export-based growth strategy. This section of the report examines
the general state of the economy and the printing industry within the area of interest. To assist
Canadian companies in assessing the potential of entering the U.S. market, certain costs of U.S.-
based businesses and printers are outlined and compared with Canadian firms. In addition,
further information useful to companies looking to enter the U.S. market is presented, consisting

of sources of data regarding market background and news.

II. THE ECONOMIES OF UPSTATE NEW YORK AND WESTERN PENNSYLVANIA

New York state borders the provinces of Ontario and Quebec, and is accessible from
Canada by six major border crossing ports. These ports include Fort Erie/Buffalo, Niagara, Hill
Island crossing, Prescott/Ogdensburg, Cornwall/Massena and Champlain, New York. Other
lesser border crossings exist; however, the above six represent the principal commercial ports.
Pennsylvania has no direct border contact with Canada, but adjoins New York along its southern
boundary.

The area of interest for study consists of thirty-five (35) counties in upstate New York
and five (5) counties in western Pennsylvania around Pittsburgh. These counties are listed in
Tables 1 and 2 and maps displaying the locations of each of the counties can be found in
Appendix A. Additional data! contained in the tables are statistics on the labor force for both

countries, and the size and classification of the associated printing industryz. The purpose of

1 U.S. Dept. Labor, Bureau of Labor Statistics, Resident Civilian Labor Force summary, July and August, 1993

2 U.S. Bureau of the Census, County Business Patterns, New York, 1993






examining labor statistics is to illustrate the relationship of economic welfare of any region with
employment rates.

For the counties of upstate New York, the weighted average of unemployed civilian
workers in 1993 was approximately 6.3 %, while western Pennsylvania similarly reported 6.6%.
At a time when national figures in the United States were 6.6%, the region may be seen to be
faring well in comparison with the country as a whole.

Another significant factor regarding the area’s economy is its comparative size with
regard to the Unites States. New York’s economy is second in size only to California’s in terms
of total employment and number of operating companies’. Pennsylvania is comparatively
ranked fifth in these criteria among U.S. states.

Principally, New York and Pennsylvania have manufacturing-based economies. For
example, in New York, the manufacturing sector in 1991 comprised of nearly 16% of the total
employment and 18% of the total payroll. Also, when combined with the complementary
business sectors of transportation and utilities, these three sectors employed 26% of the total
work force and earned 30% of the total civilian payroll. Pennsylvania has similar statistics for
the relative size of its manufacturing and complementary sectors. Within the manufacturing
sector, the printing and publishing group is the second largest group, based on employment and
payroll.

However, the recent recession has effected the general economy of the area. During the
period of 1990 to 1991, New York faced a state-wide reduction in the total number of employed
persons in the order of 270,000. The manufacturing sector has been particularly vulnerable,
with employment losses of 88,000 during this period. Furthermore, this trend has not improved
in recent times as reflected in the loss of approximately 90,000 jobs during the period of July
to August, 1993.

With an end to the recession in the United States, the level of economic activity of the
area of interest should increase. To monitor any improvements in the economy of the area, one
can utilize data regularly published by both the federal and state governments such as in the
annual U.S. Industrial Outlook (U.S. Department of Commerce), and the Resident Civilian

3 U.S. Dept of Commerce, Bureau of Statistics, ES87-1, Large Companies






Labor Force Summary or the Monthly Labor Review (U.S. Department of Labor).

III. COMPARING U.S. AND CANADIAN MANUFACTURING SECTORS

In order to obtain a better understanding of the U.S. business environment for Canadian
printers, several economic indicators for the two countries can be compared. Of particular
interest are the rate of labor productivity growth, unit labor costs, and manufacturing
productivity. The Monthly Labor Review, published by the U.S. Department of Labor, closely
monitors these data for the United States, regularly releases these and other useful figures, and
was the primary source of the following discussion.

During the period of 1991 to 1993, both Canada and the United States experienced labor
productivity growth of approximately 4.3%. In addition, Canada and the United States have
experienced little change in unit labor costs since 1991 with labor hourly compensation actually
rising only 5% for each country. However, during that period, the Canadian dollar’s exchange
rate continuously declined by about 9% of its value relative to the U.S. dollar. Consequently,
there has been a deterioration of the U.S. manufacturing competitiveness in terms of unit labor
costs relative to Canada.

During 1992, unit labor costs in Canada decreased by 5.2% over U.S. costs. In fact,
this relative decline in the unit labor costs for Canada has been ongoing and averaged 1.7%
during the period of 1979 to 1992. With the recent further decline in the relative value of the
Canadian dollar, there may well be a continuation of this trend, thus making Canadian

manufacturing even more competitive to their U.S. counterparts.

IV. GENERAL INFORMATION ON THE PRINTING INDUSTRY

IN THE AREA OF INTEREST

For the purposes of this study, the classification of printing and publishing firms has been
by the general SIC code of 27. The companies presented in Table 1 and Table 2 include
newspapers and periodicals, book printing and publishing, commercial printing, business forms,
bankbooks and bookbinding, and printing trade services. A more thorough subdivision by county
is available in County Business Patterns (U.S. Department of Commerce). Data for the most
populated counties in upstate New York and Pennsylvania are contained in Appendix B that

include the types and numbers of the major types of printing firms within each county.
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With approximately 970 printing companies in upstate New York and 460 in the
Pittsburgh area, there is no obvious shortfall of printers within the area. The distribution of
printing companies throughout the area is for the most part in proportion with the general
population and work force. Overall, there is about one printing firm per 2,000 workers within
each county unit. Even though there is no way of determining whether or not there may exist
any particular market type or niche within which a Canadian printer could become successfully
active, the tables do show a concentration of medium and large printing companies in areas of
higher population densities.

As mentioned above, the economy of the area is primarily manufacturing based. The
second largest group within the manufacturing sector is printing and publishing. Like the entire
manufacturing sector, the printing industry in the region has been significantly affected by the
recent recession. Over the 1990-91 period, more than 260 printing firms went out of business
and nearly 4,000 printing jobs were eliminated. These figures suggest that a large number of
the firms that shut down were in the medium size range. The primary cause of the downturn
in the printing industry has been identified as the response to a slowdown in advertising
expenditures, cuts in library and education materials, reduced demand from new and existing
businesses, and reduced usage of newspapers and magazines.

However, with the end of the recession and the improving U.S. economy, the U.S.
Industrial Outlook 1994 - Printing and Publishing states that "an improved economy, coupled
with gains in advertising expenditures, should raise shipments of the U.S. printing and
publishing industry (SIC 27) to U.S.$177 billion in 1994, an increase of nearly 2% over 1993
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Table 1: Information on employment and labor during 1993, and the printing industry of
upstate New York for 1991.

Labor Printing Industry Data
Information
County Labor Employed Unemployed Operations  Classed by Number of Employees
Force Rate Total No.Of 1t09 10 to 49 50+
Operations
(°000s) (°000s) (%)
Chautauqua 63.9 59.7 6.6 27 13 6 3
Niagara 96.1 88.3 8.1 33 22 6 5
Erie 463.4 432.3 6.7 219 122 74 23
Cattaraugus 35.9 32.9 8.3 10 3 6 1
Orleans 19.2 17.8 7.2 6 2 2 2
Genesee 26.6 24.8 6.9 12 6 3 3
Wyoming 16.9 15.5 6.1 4 1 3 0
Allegany 18.8 17.3 8.1 11 8 3 0
Monroe 369.6 351.9 4.1 204 126 61 17
Livingston 31.2 29.8 4.5 14 i 3 B
Wayne 45.4 42.7 5.9 16 9 5 2
Ontario 49.5 47.3 4.4 15 8 3 4
Steuben 42.8 40.1 6.4 15 10 2 3
Yates 8.9 8.3 6.1 0 0 0 0
Seneca 12.6 11.6 8.0 7/ 3 4 0
Schuyler 8.6 8.1 6.7 0 0 0 0
Chemung 42.9 40.6 5.4 15 10 2 3
Cayuga 37.6 352 6.5 11 6 4 1
Tompkins 55.0 53.4 3.0 36 20 13 3
Tioga 24.2 22.5 7.0 0 0 0 0
Jefferson 46.5 42.4 4.1 16 10 S 1
Oswego 54.8 50.3 8.3 18 9 7 2
Onondaga 233.0 220.0 5.6 116 69 31 16
Cortland 23,7 22.0 7.0 12 8 3 1
Broome 96.6 89.4 7.5 47 28 13 6
St. Lawrence 46.6 42.8 8.1 10 7 3 0
Lewis 11.6 10.6 9.1 3 1 1 1
Oneida 111.8 105.4 5.8 45 29 8 8
Madison 33.6 31.8 5.4 10 8 2 0
Chenango 20.8 19.0 8.5 13 2 7 3
Herkimer 29.5 27.4 6.8 7 2 4 1
Franklin 22.2 20.8 6.3 9 6 3 0
Hamilton 3.3 34 5.1 0 0 0 0
Clinton 38.6 36.0 6.9 9 5 2 2
Essex 20.4 19.1 6.5 6 3 3 0
[Totals 2262.1 2120.2 6.3 971 564 292 115







Table 2: Labor and printing industry statistics for western Pennsylvania during 1991.
Unemployed rate for 1993 from the Monthly Labor Review, Jan. 1993. (Current county
data not available, n/a)

Labor Printing Industry Data
Information
C(mnty Employed Unemployed Operations  Classed by Number of Employees
Rate Total No.Of 109 10 to 49 50+
Operations

(°000s) (%)
Allegheny 647.8 n/a 324 208 88 28
Armstrong 16.1 n/a 9 7 1 1
Beaver 42.4 n/a 18 s, 2 1
Butler 44.7 n/a 24 11 11 2
Washington 58.7 n/a 37 28 8 1
Westmoreland 105.4 n/a 51 32 12 7

[Totals 915.1 6.6 463 301 122 40 l

in constant dollars.” The Industrial Outlook continues to state that certain subdivisions within
the industry will do exceptionally well. These subdivisions and their projected growth include;
book publishing (8.5%), commercial printing (6.1%), greeting cards (9.0%), bankbooks and
binders (5.5%), and platemaking services (5.9%).

It is interesting to note that the Industrial Outlook looks at the potential for exporting
from and importing into the United States. In 1992, 32% of all U.S. printing exports were
made to Canada and had a value of $344 million (US). Canadian imports amounted to 34% of
all imported printed material, but the value was only $151 million (US). However, with the
international competitiveness of the U.S. industry being eroded by the exchange rate, the
Industrial Outlook noted that foreign printers have made in roads on the U.S. market. The trend
is bound to continue.

In the longer term, the Industrial Outlook indicated that U.S. printers will have cost
pressures which may make them less competitive. These pressures are expected to be due to
stricter environmental standards, materials costs, technology advances and capital equipment
upgrading. Furthermore, the cost of training employees in new printing technologies is

anticipated to be significant.







V. COST COMPARISON OF CANADIAN AND UPSTATE NEW YORK PRINTERS

With the volatility of foreign exchange markets, it is difficult to present an accurate
comparison of costs between Canadian and U.S. printing firms. Depending upon the relative
value of the two currencies, a direct measure of any two competing firms may well be obsolete
the day after the comparison is completed. However, it is possible to examine the relative cost
in a general way to determine any particular cost area where there is a noticeable variance. This
approach has been followed by the Printing Industries of America ("PIA") and the results are
presented in Table 3.

The purpose of the PIA study was to examine the distribution of costs that can be
attributed to the value-added of a printing job. The objective of Table 3 was to identify any cost
area(s) in which there could be an advantage for either the Canadian or U.S. firm. The type of
firms illustrated in the table were sheet-fed offset printers with annual incomes in the range of
$3 million (US) to $10 million (US). The jobs that were costed were mainly commercial
advertising.

The results, as shown in Table 3, fail to identify any significant variances in the
distribution of the costs between Canadian and U.S. printers. For the costs of operations, such
as Factory Payroll and Factory Expenses, the two columns tracked costs in a near parallel
fashion. Any differences worth noting occur in the areas of administrative and selling expenses.
The costs of administration for the typical U.S. firm were approximately 40% greater than
Canadian firms, but the reverse was the case for selling expenses. Overall, there were very
similar distributions of the value-added costs of printing jobs. :

For both the U.S. and Canadian printers, the single largest category of costs was direct
labor. For U.S. commercial printers, labor costs and rates are annually reported in the
Statistical Abstracts of the United States. Over the period 1980 to 1992, the national average
for U.S. commercial printers labor rates for nonsupervisory workers have risen from $7.85 (US)
to $11.94. As of November 1993, the average labor rate as reported in the Monthly Labor
Review had risen to $12.17. By monitoring U.S. labor rates, Canadian printing firms should
be able to obtain an indication of the relative costs of general printing jobs with the information
contained in Table 3 (and also taking into account the prevailing exchange rates).

10







Table 3: Relative proportion of cost distribution between Canadian and U.S. printers, 1993.

NEW YORK CANADA
FACTORY PAYROLL

Salaries- Executive 382 % 2.84 %
Direct Wages 30.81 27.40
General Factory Salary and Wages 1.47 6.09
Packing Shipping and Delivery Wages 0.92 1.67
Payroll Taxes 3.34 1.27
Employee Benefits 4.95 3.99
TOTAL FACTORY PAYROLL 4531 % 43.26 %
FACTORY EXPENSES
FIXED EXPENSES
Depreciation - Real estate 027 % 037 %
Depreciation - Other 6.95 6.59
Taxes - Real Estate 0.61 0.73
Taxes - Other 0.00 0.08
Insurance 133 0.38
Building Rent 1.80 2.79
Utilities 2.23 1.91
Equipment Rental 0.55 1.01
13.74 % 13.86 %
OTHER FIXED EXPENSES
Factories Supplies and Expenses 282 % 249 %
Packing, Shipping and Delivery 1.58 2.21
Expenses
Repairs and Maintenance 2.44 2.16
Other Factory expenses 1.23 2.63
8.07 % 9.49 %
TOTAL FACTORY EXPENSES 2181 % 35 %

ADMIN. EXPENSES

Salaries - Executive 541 % 315 %
Salaries - Office 3.49 3.18
Payroll Taxes 0.69 0.17
Employee Benefits 1.20 0.68
Bad Debts 0.80 1.38
Office Supplies and Expenses 0.76 0.51
Professional Fees 0.98 0.95
Taxes - Business 0.11 0.39
Telephone Expenses 0.72 0.70
Other Administrative Expenses 2.85 1.88
TOTAL ADMINISTRATIVE 1701 % 1299 %
EXPENSES

SELLING EXPENSES

Salaries - Executive 162 % 1.60 %
Salaries and Commissions - Sales 4.97 9.67
Salaries - Sales Office Clerical 1.59 2.82
Payroll Taxes 0.60 034
Employee Benefits 0.87 0.92
Advertising 0.48 0.76
Travel and Entertainment 1.26 2.16
Other Selling Expenses 0.52 1.04
TOTAL SELLING EXPENSES 1191 % 19.31
GRAND TOTAL 96.04 % 9891 %

11






VI. SOURCES OF INFORMATION

There are literally thousands of sources of information on the United States and its
markets. Listed below and tabulated in Appendix D are certain selected information sources that
may be utilized for gaining insights into the U.S. printing industry and markets.

The U.S. federal government and the individual state governments collect and publish
data on population, business and industries, and domestic and foreign markets. Two major
federal departments supplying significant information are the departments of Commerce and
Labor. The U.S. Department of Commerce contains two data-generating agencies: the Bureau
of Statistics and the Bureau of the Census. The U.S. Department of Labor similarly has its own
Bureau of Statistics and publishes a wide range of useful data in the Monthly Labor Review.
Each of these bureaus regularly collects and publishes information on business activity, labor

and trade. The publications can be obtained through or inquired about by contacting:

Superintendent of Documents,
U.S. Government Printing Office,
Washington, DC. 20402

State information is also widely available much like that from the federal level. Regular
releases are available on employment, business and population. A check list of all serial

publications since 1985 and contained in the N.Y. State Library, may be obtained by contacting:

University of the State of New York,
N.Y. State Library,

Collection, Acquisition & Processing,
Cultural Education Center,

Albany, NY 12230

Tel: (518) 474-7492

Private industry has several of its own sources of information. For the most part,

information is made available through trade journals sponsored by national and state wide

12
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associations. With regard to this study, the principal association is the Printing Industries of

America, (PIA). The PIA can be contacted for membership and other information at:

Printing Industries of America, Inc.
100 Daingerfield Road,
Arlington, VA 22209

Tel: (703) 519-8100
Fax: (703) 548-3227

There are several other associations that could be of interest to specialized factions of the
Canadian printing industry. Some of these associations and their addresses and also presented
in Appendix E.

Possibly one of the best means of accessing data and gaining insights in the U.S. printing
market is to monitor the independent trade and associations’ publications. The timeliness of the
publications combined with their tracking of newsworthy industry trends and developments keeps
their readers well informed and in touch. The following passage presents summaries of some
selected publications and articles. A list of the publications with contact addresses is presented
in Appendix F.

The Canadian Printer, published by McLean Hunter has run a number of articles that
will aid any firm considering exporting. The July/August 1993 issue (v. 101-6) reported the
establishment of export markets by Tri-Graphic Printing in Ottawa and Mercury Graphics in
Saskatoon, Saskatchewan. Both firms reported that the combination of specialized niche
markets, a reputation for quality, the low value of the Canadian dollar and demand from
American Print brokers contributed to their success. Similar articles describing how Canadian
Printers can compete successfully in the United States ran in the September 1991 issue (v. 100-9)
and the June 1990 issue (v. 99-6).

Since niche marketing should be an important part of any expansion effort, the May 1993
issue of Canadian Printer (v.102-4), which attempts to define niche markets, provides valuable
information. Although the industries discussed are quick printing, business forms and in-plants,

the article does raise many of the same issues confronting commercial printers.

13
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Journals that serve the existing U.S. trade can also provide useful insights for the
potential exporting firm. For example, American Printer, in September 1993, ran an article of
particular interest, "How to Conduct Market Research". The item is a case study documenting
the efforts of Printing Arts in Minneapolis to find and explore new opportunities in the existing
account base of the firm. The program is described as providing Printing Arts with information
such as client mission statements, marketing directions, geographic markets, status of
competitors, and history with Printing Arts.

The August 1993 issue (v. 211) of American Printer reminds firms to stick to niches that
have proven to be successful. The article makes the point that past success can be transferred
to new markets. This echoes the view of many of the Canadian executives who had successfully
penetrated the U.S. market.

Firms wishing to find a niche in a quality-based strategy might look at a review of Total
Quality Management (TQM) in the same issue of American Printer (August 1993). TQM was
seen as a necessity in maintaining a competitive edge in today’s competitive environment. A
case study of the successful niche strategy of HM Graphics of Milwaukee, Wisconsin is
described in the July 1993 (v. 211) issue. According to the article, HM Graphics discovered
that many of their customers were utilizing quick printers for short-run one and two color work.
However, these competitors were unable to satisfactorily meet needs for add-ons such as die
cuts, perfing, and folding. HM Graphics expanded into this marketplace and quickly found that
profits were 30% higher than it projected.

A case study of how Japs-Olsen Printing, a commercial printer in Minneapolis with sales
of $47 million (US), has profited from sales of labels is included in the March 1993 (v. 210)
issue of American Printer. Japs-Olsen President Bob Murphy, claims that the label niche is
recession proof, but intense competition makes profit margins narrow. The experiences of
Atlanta-based First Image Demand Publishing in the high tech, on demand printing arena are
discussed in the February 1993 (v. 210) issue of American Printer. From a single site in 1981
First Image has grown into a $21 million (US) firm with offices in Atlanta, Georgia; Los
Angeles and San Jose, California; and Seattle, Washington. It has successfully targeted the
needs of Fortune 100 firms for high volume and fast turnaround on demand printing.

Firms who wish to follow a product or process niche based strategy should examine the
January 1993 issue (v. 210) of American Printer. The article, titled "What’s Hot for 1993" cites

14
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the expected real growth in the printing industry and lists the 25 most promising vertical markets
in the United States. Similarly, the July 1993 issue (v. 211) ranks the top 100+ printing
companies in North America. The listing includes sales volume and growth, sales per employee,
primary business, as well as plant openings and closings.

American Printer frequently discusses sales promotion campaigns. The July 1993 (v.
211) issue discusses sales promotions from three different printers and why these promotions
have been successful. The May 1993 (v. 211) issue also describes successful promotion
campaigns, including a description of the efforts of The Printer in Halifax, Nova Scotia.

Graphic Arts Monthly Magazine, another American based trade publication has run a
similar array of articles in the past year. Three times in the past year, Graphic Arts Monthly
published intent to buy surveys. In July 1993 (v. 65), the subject was large format sheet
presses; in May 1993 (v. 65), it was heatset web offset presses; in March, the subject was
standard size sheet fed. All of these surveys included data on industry growth, average order
size, and percentage of sales volume from different types of printers.

Specific examples and case studies have also been featured in Graphic Arts Monthly.
The May 1993 issue (v. 65) examines the case of Smith Lithograph of Rockville, Maryland.
The firm with sales of $25 million (US) was expanding its capacity in the heatset web format
to meet an anticipated demand for nonpublication work. The April 1993 issue (v. 65) illustrates
the strategy of Quantam Color Graphics of Niles, Illinois. Quantam established a clean room
environment of its shop floor that, along with its existing continuous improvement process and

statistical process control, was responsible for much of its success.
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VII. SUMMARY

The area of interest consists of 35 counties of upstate New York and 5 counties of
western Pennsylvania. Manufacturing is the largest business sector for the area, and printing
and publishing is the second largest group of the sector. During the last recession, the printing
industry of the area had some significant losses with more than 260 firms closing and
approximately 4,000 jobs lost.

The end of the recession should mean improving trends in the United States, particularly
for the printing and publishing industry. Certain sectors of the industry are expected to see
growth rates of up t0 9.0% in 1994. However, costs are expected to rise for U.S printers due
to environmental regulations, capital improvements and employee training.

In addition to the rising costs, the relative competitiveness of U.S. firms has been shown
to be weakening due in the most part to the deteriorating value of the Canadian dollar relative
to the U.S. dollar. The exchange rate has been especially noticeable in the comparisons of
changes unit labor costs.

In order to remain informed about the U.S. printing market, numerous sources of
information are available. These sources include federal and state government agencies, trade
associations, and industry publications. Lists contained in Appendix D for reference. The types
of information that can be readily accessed includes labor rates and costs, distributions of
printing firms by sizes within specific geographic regions, regular economic measures such as
employment and work force figures, industry news and features, and business trends and

forecasts.
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I. INTRODUCTION
Statement of Objectives

The objective of this section of the report is to provide information and advice from the
executives of Canadian printers that have expanded their markets to the United States. It is
intended that this information will assist other Canadian printers to avoid problems and pitfalls

that can be encountered in attempting to enter the U.S. market.

How this Section of the Report is Structured

This section contains information regarding gaining access to the U.S. market, necessities
for U.S. market success, and methods for ehtering the market. How to Stay in the U.S. Market
discusses how to maintain a position in the United States with details regarding how to generate

and/or retain U.S. sales. Please note that all dollar figures are in Canadian dollars.

Method Used to Obtain Information

The information for this section was obtained through interviews of five Canadian
printers with U.S. export or expansion experience. The firms which volunteered their assistance

are all members of the Canadian Printing Industry Association (CPIA).

Background on Printers Interviewed

Key personnel interviewed from each of the five Canadian printing companies were: Don
Griffin, owner and operator, and Randy Pope, Lowe-Martin’s President of Synergy, of Lowe
Martin, Ottawa, Ontario; Lyle Henderson, owner and operator of Henderson Printing in
Brockville, Ontario; Brian Auty, owner and operator of Auty Printing in Toronto, Ontario; Mike -
Colinge, Vice President of Marketing and Sales for Webcom, Toronto, Ontario; and finally,
John Morris, Chairman and Managing Partner of McLaren, Morris and Todd (MM&T) in

Toronto, Ontario. Summaries of these interviews are provided in Appendix I to this report.

II. HOW TO GET INTO THE U.S. MARKET
Overcoming Perceived Barriers to Exporting
This section contains a discussion of methods that have either been successful or

unsuccessful for Canadian printers who have exported products to the United States. According
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to the interviewees, motivation is an important quality that is commonly lacking in Canadian
printers. Several of these Canadian printers think U.S. buyers would not be interested in
importing their printing due to a strong "Buy American” bias, "Printed in Canada" labeling
requirements,  and geographic distance. However, interviewees believe that these can be

overcome and should not prevent a Canadian printer from exporting.

1. Overcoming "Buy American”

The "Buy American" bias is perhaps the most feared impediment. John Morris of
McLaren, Morris and Todd (MM&T) approached a large food manufacturer in the United States
for its label business. His negotiations proceeded to the point where MM&T was invited to
give a presentation to the key decision makers and submit a bid. On the day of the presentation
he went to the manufacture’s office and was greeted by a secretary wearing a large "Buy
American” pin. Mr. Morris turned to his associate and said, "Were not selling anything here."
Mr. Morris was right. He went into the meeting and faced a group of executives, who were
almost visibly upset at his being there. Ultimately, MM&T did not get the account. Stories like
this need not scare Canadian printers from trying to expand to the United States, but should be
taken as forewarning of what could happen. All exporters may eventually run into the "Buy
American" prejudice, and therefore must prepare themselves. The executives of MM&T decided
they were not going to let this bias stop them. They are currently working on buying a printing
company in the United States to establish a base of operations. This is one way to overcome
the bias, but it may not be the best way.

It may be true that a U.S. buyer may prefer to choose a U.S. printer instead of a
Canadian printer. To overcome this, a foreign printer must find out the most important benefits
U.S. print buyers are seeking. "Buy American" loyalty can take a back seat to many other
factors. Each of the printers/publishers interviewed overcame the "Buy American" objection
by calling attention to other more important benefits that they offer. ~For example, Brian Auty
found that there was a significant quality difference between his and U.S. printed material.
Once he showed this to U.S. print buyers, his sales began to increase. ~ Mike Colinge of
Webcom believes that the most important factors are: cost, product quality, service, and
reliability. If Mr. Colinge is correct, then a skillful job of sales information probing will find
which of these benefits is most important to the U.S. customer. Once this is determined, a sales
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pitch can target one or all of these important benefits.

2. Overcoming "Printed in Canada”

U.S. Customs regulations require that certain Canadian print exports must have "Printed
in Canada" printed on the product. This labeling requirement has caused many U.S. buyers to
turn down a Canadian print bid. Lyle Henderson, of Henderson Printing and Mike Colinge of
Webcom have directly combated the "Printed in Canada" labeling requirement. Webcom prints
mostly books and catalogs, which traditionally have the publisher printed on the front or back
cover. Printing the name and address of the publisher on any page (including the cover) requires
that the "Printed in Canada" label must also be on that page. Both Webcom and Henderson
have avoided this difficulty by placing the printer/publisher name along with "Printed in Canada"
in an inconspicuous location, such as the copyright page of the book or catalog. This meets the

legal requirements, but allows the firms to respond to the labeling concerns of U.S. print buyers.

3. Overcoming Large Geographic Distance

A Canadian printer should not worry about a large geographic distance that may exist
between itself and its U.S. buyers. Auty Printing does business with customers in New York,
Illinois, Texas, Arizona, and other states. Brian Auty says he has been able to accomplish this
because U.S. print buyers are used to dealing over long distances with suppliers located
throughout the United States. According to Mr. Auty, the trick is to make it seem like you are
the printer next door. To do this, he believes it is an absolute necessity to have an "800"
number to serve both U.S. and Canadian customers. This will help increase communication and
reduce the perceived distance, which in turn leads to increased sales. In Auty’s case, the "800"

line calls cost approximately $0.22 a minute and is seen as an affordable and wise investment.

Identifying a Market Niche

The interviewees all suggest that to successfully export to the United States, a firm should
target a product or market niche in which it already excels. Randy Pope, President of Synergy
for Lowe Martin, believes that if a Canadian firm has the idea that it will supply general printing
needs to U.S. print buyers, it will surely fail. He believes that the U.S. market is already

saturated with general printers and "being the 101st supplier on some buyer’s list won’t work."
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The export strategy of Lowe Martin reflects his belief. Lowe Martin is an excellent sheet-fed
general printer, but is taking only what it does best to the United States. The high-tech front
end and digital imaging (DI) capabilities of the firm allow it to compete exceptionally well in
the high-tech marketplace. As a result, its ideal export target market is any concentration of
scientific and engineering firms. Once it has identified a concentration of such in a given
geographic area, Lowe Martin will set up a U.S. office and sales rep.

As a rule, Canadian printers cannot supply general printing needs in the United States
from their Canadian center of operations because of U.S. competition. However, there are
exceptions to this rule. Lyle Henderson, president of Henderson Printing, in Brockville,
Ontario, is successful in exporting general printing due mainly to being located in close
proximity to the Canadian-U.S. border. However, even with proximity to U.S. markets,
Henderson has run into the perception among U.S. buyers that there is "a wall at the border."
This perception has two parts: first, the U.S. buyers believe that Canada is a faraway and
foreign country and second, international trade is too difficult. As an example, Henderson
approached a U.S. buyer just 50 miles from Brockville and learned that the buyer was working
with a general printer in the United States over 150 miles away. The buyer admitted that the
distance made it difficult to work with the present printer. When Henderson explained that he
could complete the work in Brockville, the first reaction of the buyer was that Brockville was
too far away. Once the buyer learned that Henderson Printing was much closer than his current
vendor and that international trade was not difficult, the buyer decided to hire Henderson.

Auty Printing, in contrast, is a successful exporter because it has exploited its niche in
printing promotional material. This does not mean Auty has given up on expanding its product
line. Brian Auty plans to expand into the U.S. in-store custom signage market by making an
investment in innovative signage technologies that will allow him to present new and significant
benefits to U.S. buyers.

If a Canadian firm is planning to get into a U.S. market, it should plan to be the best
supplier in that market. A good indication of whether or not a firm can be a market leader is
how well it serves its own markets. Randy Pope of Lowe-Martin believes that a firm currently
serving only 2% of its local market niche will probably not be successful when expanding or
exporting. The firm should excel in its local marketplace before it attempts to expand to the
highly competitive U.S. market.
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The Need for Market Research

When considering the option of expanding into the United States, market research is
extremely important. Brian Auty has made a regular practice of traveling to U.S. cities to
explore for opportunities. He suggests that if a firm plans to export to the United States, it must
research its target market with the objective of "finding the real reason that Americans would
want to buy from Canadian printers." Lowe-Martin, is currently researching U.S. markets for
scientific and engineering company concentrations. Webcom has already completed its market
research. One niche of Webcom is colleges and universities, and it has thus chosen the college
and university-rich Boston market for a sales branch.

Once a firm finds a market concentration, its next step should be to survey the
competition. For example, Lowe-Martin is an excellent high-tech printer, but so is the world-
wide conglomerate Donnelly Printing. Since Donnelly has the advantages of size and market

credibility, Lowe Martin wisely plans to conduct its business in a market that Donnelly does not
currently serve.

Buyouts, Joint Ventures and Partnerships

After deciding to enter the U.S. market, a Canadian firm has several alternatives to
execute its plan of expansion. John Morris of MM&T believes that a buyout is the only way
to enter the market. He feels this is the best way to gain credibility with certain provincially-
minded U.S. buyers. His opinion is based on the failure of MM&T’s attempt to establish a
branch office in New York City.

The partnership between Auty and Advanced Screen Printers (A.S.P. and later Auty,
U.S.A.) was extremely successful. A.S.P. produced screen printed promotional products, just
as Auty did, but was much smaller. After Mr. Auty showed the owner of A.S.P. that a
partnership would be mutually beneficial, the companies developed a partnership contract, and
A.S.P. changed its name to Auty, U.S.A.. Annual revenues for Auty, U.S.A. jumped from
$360,000 to nearly $2 million largely because of the expertise and investment provided by Auty,
Canada. The owner of Auty, U.S.A. decided he did not want to take the risks that would be
necessary to boost revenues to $5 to $10 million per year, so the official partnership was ended.

Presently, a less structured working relationship continues to exist and is beneficial to both
companies.
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Don Griffin of Lowe-Martin suggests that a joint venture will work if both partners
contribute something of value to the relationship. For example, one company has capital, but
has no potential investments in mind whereas the other company has identified some
opportunities but has limited capital. Geographic location can be valuable as well. For
example, Lowe-Martin has cutting edge front end and DI technology. Obviously, a partnership
with a U.S. company in a high-tech center could be extremely successful. Finally, Mr. Griffin,
of Lowe-Martin, believes that joint ventures and partnerships are being made easier by advanced
communication technology. Diskettes, computers, faxes and modems all make working with

someone in another country easier.

Sales Representatives and Print Brokers

For clarification, this report defines sales representative as an individual who works
solely for a particular Canadian printer. A print broker is an agent who represents many
different printers. Some of the interviewees recommended avoiding print brokers. They felt
that brokers could not provide the detailed product information which U.S. buyers would need.
Sales representatives were preferable because they would provide individual attention and in-
depth product knowledge to customers. The estimated cost of a U.S. representative salary and
commission plus office expenses range from $75,000 to $150,000 per year ($75,000/yr. for a
smaller market like Columbus, Ohio, but $150,000/yr. for a large eastern city like New York).
Two of the companies interviewed, Webcom and MM&T, had previous experience in
establishing stand-alone representatives and offices, but John Morris of MM&T found this
strategy to be "totally ineffective.” MM&T had opened an office in New York City to prospect
the consumer-goods labeling niche. After approximately one year it found the anti-foreigner bias
to be too great and withdrew from the market. On the other hand, Webcom has been very
successful with its offices in the United States and its New York City and Cleveland offices have
successfully targeted the large book publishing markets in those cities. As mentioned earlier,
the Boston office of Webcom has also generated substantial business for catalogs and related

products through colleges and universities in the area.
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Networking

Networking generates personal contacts that may lead to future business operations. This
type of activity is essential for generating prospective clients. Although following up on these
leads can often be time consuming and may not prosper, one good contact may open several
U.S. doors for a Canadian printer. Thus, networking is an excellent route for generating

information regarding potential U.S. customers and joint venture partners.

1. Trade Shows

Brian Auty uses this prospecting method extensively. Mr. Auty examines the printed
promotional material trade magazines for calendars of events and upcoming trade shows. In
addition, he looks for trade shows or potential networking events in geographically focused
printing trade magazines, trade magazines of customers in his printed promotional material
niche, and newsletters from the Printing Industry Association (PIA), the CPIA, and other
associations. At a typical U.S. trade show, Mr. Auty can generate 1,000 to 1,500 marketing
leads. He follows these leads by placing them on a mailing list for Auty marketing materials
and his firm regularly issues newsletters describing new products or industry developments.
While at the shows, Mr. Auty regularly explores the background of a prospect and, if warranted,

he will later make a personal call on the key decision makers of that company.

2. Associations

Associations sponsor numerous networking events such as seminars and conferences (see
Section 7). For example, the PIA recently sponsored a seminar in Mexico entitled, "How to
Sell Printing in Canada." Any person attending this meeting would be a prime candidate for a
U.S.-to-Canada joint venture. Even if a Canadian firm was not actively seeking a joint venture,
it might find the possibility interesting. However, Mr. Auty was the only Canadian printer
present at the event. He believes that Canadian firms are not exploiting association opportunities

and cites that he is one of only three CPIA printers who are also members of the PIA, that
attend U.S. meetings.

3. Suppliers
U.S. suppliers are also valuable contacts. When Mr. Auty informed his U.S. supplier
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that he wanted to start a joint venture with a U.S. company, the supplier put him in touch with

the company that eventually became Auty, U.S.A..

4. Bi-National Companies

Another networking route is to establish ties with a Canadian subsidiary of a U.S. parent
company or with a Canadian company that has a U.S. subsidiary. This method has been
extremely effective for both MM&T and Lowe Martin. Don Griffin established strong ties with
the president of Xerox, Canada who later became the president of Xerox, U.S.A.. When the

Xerox executive moved, the business moved with him.

III. HOW TO STAY IN THE U.S. MARKETPLACE
Service

To stay in the U.S. market, excellent service is essential. As previously mentioned, an
"800" line can be established to reduce the perceived distance and increase communication.
Customers usually find an "800" number convenient for answering questions. Mike Colinge of
Webcom best summed up the service philosophy of an exporter: "Our objective from day one
is to make it seem that Webcom is the printer down the street. Webcom takes care of all the
issues . . . we do not use metric measurement, pricing is all in U.S. dollars, and we take care
of all required export documentation.” The objective is to minimize any unforseen obstacles for
the customer.

Service can also win new accounts. Auty won a U.S. account because it was willing to
provide extra customer service. The prospective customer needed the final product shipped to
100 destinations instead of one, and this required special packaging that U.S. printers would not

do. Auty stepped in, provided the necessary service, and won the account.

Shipping

Minimizing shipping costs is crucial to prolonged exporting success. The shipping costs
for Webcom have averaged less than 5% of total costs, which often is less than its U.S.
competition. To keep shipping costs low, Webcom ships regularly, allowing for possible
negotiations with major independent carriers for better rates.

Auty Printing does not create the volume of cross border shipping that Webcom does.
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However, it reduces shipping costs by using a secondary shipping site in the United States.
According to Mr. Auty, a firm shipping one pound from Canada to the United States through
a major carrier can expect to pay approximately $35. However, if a firm ships to a U.S.
destination by transport truck first, and then re-ships from that U.S. city, the cost would be
roughly $3 a pound. Generally, it costs Auty $5 a pound to ship from Toronto to Columbus on
its transport truck. Therefore, the total for Auty averages approximately $8 per pound. All
shipments made by Auty are prepackaged for secondary shipment by UPS once they are

unloaded in Columbus.

U.S. Customs

There are various steps a company can take to minimize the delays at U.S. Customs.
Although there is "free trade," a border crossing is virtually never without cost. According to
Mr. Auty, clearance fees at Customs range from $100 to $200 per transport of printed products.

As volumes increase, border crossing difficulties generally decrease. If a firm ships one
transport per week with 5,000 to 15,000 pounds on the truck, it will justify a
line-item-release-form. This form is extremely helpful in not only avoiding delays, but speeding
up border crossings as well. In addition, a firm should try to use the same point of entry. This
will help increase familiarity between Customs and your firm, resulting in the reduction of
delays.

It is important to properly mark the content of every box, because U.S. Customs will
hold improperly marked shipments for classification and origin inquiries. A customs broker can

help an exporter manage border crossings. Therefore, it can be beneficial to build a strong
relationship with a broker.

27



ROV

£

ety

niep

&




IV. SUMMARY OF FINDINGS
Interviews with key executives have produced a great amount of useful data. The value
of this input will vary depending on the specific type of business a printer or publisher engages

in. However, some key conclusions that cut across all printing specialties are summarized

below.

3 Successful exporters may need to overcome "Buy American® prejudice, but it is possible
to do so by stressing factors such as product quality, cost, service, and reliability.

2. Canadian printers should make it seem like they are located next door to the print buyers,
rather than in a foreign country.

3. A firm should identify and exploit a product niche and, if possible, a concentration of
buyers in a given geographic region.

4. Once a firm identifies a possible market, it should conduct appropriate market research
and identify the competition.

5 Buyouts, joint ventures, and partnerships should be considered as means of entering the
U.S. marketplace.

6. Sales representatives, rather than print brokers, should be used in direct sales to provide
detailed product and vendor information to potential customers.

5 Canadian printers should take advantage of networking opportunities through trade
shows, associations, supplier contacts, and Canadian subsidiaries of U.S. printers.

8. Providing good service is important in staying competitive in the U.S. marketplace.

9. Exporters should consider drop-shipping their product to a secondary U.S. site as a way
to reduce shipping costs.

10.  U.S. duties on printed products are generally limited, but exporters should be aware of
U.S. Customs procedures. A customs broker is recommended.
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Section 3
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I. OVERVIEW OF PRINT BUYER SURVEY

A main objective of the print buyer survey was to find if there is a "Buy American"
prejudice among U.S. print buyers that would hinder the chances for a Canadian printer to
successfully export to the United States. In addition, information was gathered regarding how
Canadian printers might best approach a U.S. print buyer and the specific criteria which
influence print buyers’ decisions. Our research further attempted to define other barriers that

might prevent a Canadian printer from exporting to the United States.

II. METHOD OF OBTAINING INFORMATION

In order to gather relevant information, two methods were used to survey several large
companies in six metropolitan areas: Plattsburgh, Binghamton, Syracuse, Rochester, Buffalo,
and Pittsburgh. First, an attempt was made to call the purchasing agent in charge of commercial
print buying for each company. If the person was cooperative, an interview was conducted.
On the other hand, if the person was busy or otherwise not available, interview questions were
faxed to be filled out and returned. Out of 90 companies contacted, 30 responded to the
interview questions.

The companies were chosen on the basis of their annual revenues. Most of the firms
contacted had revenues greater than $10 million (US). Several of these firms had revenues
greater than $100 million (US) or even $1 billion (US). Some of the exceptions to this were
educational facilities, health care, governmental agencies, and advertising agencies (which were

chosen due to their large annual printing expenditures).

III. SURVEY TOPICS

The following sections present the questions contained in the survey and give a synopsis
of the most significant responses.

How Should a Canadian Printer Approach a U.S. Print Buyer?

In discussing ways for a printer to successfully approach an American print buyer, 62.5%
of the companies surveyed had the same general view. In order to have a successful approach,
a new vendor must make the initial contact. Canadian printers who wish to expand into the U.S.

market must be extremely self-motivated when contacting U.S. print buyers. After the initial
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contact, the buyer normally sets the tone of the business relationship. It may involve completing
bid application packets, sending samples, quoting prices, or making a presentation. One
company representative explained that any vendor who contacted them will be put on the bid list.

A Canadian printer, given a first offer from a print buyer, should be prepared to start
with a small project. Generally, print buyers do not give large print jobs to printers that they
have never worked with before. Most importantly, if the printer intends to become a regular

supplier, then every aspect of this first print job must be flawless and impressive.

Qualifications of Vendors
The information obtained from the question of how vendors are qualified shows
similarities among the responses from the print buyers. Unless the projects are extremely large

and important, companies usually do not implement a qualification process. Only 7% of those
surveyed revealed that they qualify their vendors.

Ranking of Order Winning Criteria

Each print buyer was asked to individually rank criteria based on the level of importance
in making decisions to hire a print vendor. The ranking was classified on a scale from one to
five, one being the most important and five being the least important. The items listed for

consideration were cost or price, delivery (reliability), "Printed in the U.S.A.," product quality,
turnaround, and service.

1. Cost and Price

Print buyers found cost or price to be an important criterion when hiring a vendor. The
average total ranking for cost and service in the survey is 1.5, which scored third. Several of
the firms surveyed stated that they work on a bid basis and thus projects are awarded to the

lowest bidder. This criterion was ranked number one in Syracuse and Plattsburgh.

2. Delivery Reliability
The average total ranking score for delivery reliability in the survey is 1.67. Its overall
total ranking by all of the areas surveyed is fourth. From the data obtained by the rankings,

delivery reliability was an important factor in the decisions of the U.S. print buyers to hire a
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vendor.

3. Printed in the U.S.A.

Overall, U.S. print buyers ranked the importance of their material being printed in the
United States very low. "Printed in the U.S.A" averaged a total ranking of 3.33 and scored last
for five out of the six geographical areas surveyed (one area ranked this criteria fifth). The
information gathered from this survey suggests that the "Buy American" bias which Canadians
believe exists in American firms is much less than perceived. Far more important were criteria
such as product quality, service, and cost or price.

From this survey, several U.S. print buyers expressed that since their printers are hired
on a bid basis, Canadian printers would not be discriminated against. Nevertheless, there will

be a small portion of print buyers who feel strongly about "Buy American.”" Only 17% out

those firms survey represented this minority.

4. Product Quality

The average total ranking of product quality was 1.2 which signified that it was the most
important criteria in the decision of hiring a vendor. Out of all the areas surveyed, Syracuse
and Rochester ranked product quality as the most important factor. In the remaining areas,

product quality was ranked a close second.

5. Turnaround

Turnaround received an average total ranking score of 1.75. Although this number
represents a high degree of importance, several of those surveyed expressed their attempts to
avoid rush deliveries or rush orders unless there was a critical time limit for an important
project. In cases such as this, buyers stated that delivery would be ranked number one. In
general, turnaround was given the highest importance in Binghamton only. All other areas

ranked this criterion with lower importance.

6. Service

Overall, service scored an average total ranking of 1.33 and was placed as a close second

to the most important criteria in the survey which was product quality. While Pittsburgh and
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Rochester felt that service was the most important criteria, the remaining areas surveyed

considered it to be less important.

Anticipated Problems With a Canadian Printer

While 36.67% of thé print buyers surveyed anticipated having no problems in working
with a vendor based in Canada, others expressed concerns. The biggest concern was on-time
delivery (of those surveyed, 23.33% stated this concern). The second largest concern (expressed

by 20% of the firms surveyed) was distance. The following is a list of concerns and the

percentages representing those firms surveyed that stated those concerns.

CONCERN

None

On time delivery

Distance

Border crossing/paperwork
Communication

Physical sales

"Printed in Canada" requirement

Exchange rate
Regulations
Quality of work
Approval of client
Tariffs

PERCENTAGE
36.67%
23.33%
20.00%
16.67%
13.33%
13.33%
6.67%
6.67%
3.33%
3.33%
3.33%
3.33%

Strengths & Weaknesses of Current Vendors
The following are strengths and weaknesses which the surveyed print buyers feel their

current vendors possess:

1. Strengths

® Long term relationship

® Stores and packs

® Easy to check color and quality

® Cutting edge design and appeal

® Good service

® Cost competitive

® Good delivery

® Interaction with departments

® Very innovative

® Timely delivery even with rush jobs

® Anticipates needs

® Meets deadlines

® Good creative team

® Local

® Fair pricing;good quality

® Executive quality

® Customer-oriented

® Very aggressive

® Problem solvers

® Looks for ways to save company money
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2. Weaknesses

® Size constraints ® No silkscreening ® Understaffed
® Distance from printer ® Small @ Small plant capacity
® Meeting deadlines ® Pre-press problems ® Not very motivated

® Not innovative

IV. IMPEDIMENTS FOR CANADIAN PRINTERS

There are only two reported general barriers for Canadian printers who wish to export

to the United States. First, some firms are fearful of dealing with border crossing procedures.

Since feelings like this are common, it is extremely important that cross-border transactions are
handled smoothly. For such international expansion, it is essential for Canadian printers to
research and learn the proper procedures for making border crossing simple and trouble free for
the customer.

Another perceived barrier is distance. Many Americans think that Canada is located a
great distance away and therefore do not want to work with a Canadian printer, thinking that
they will not receive their product in a timely manner. To avoid this misunderstanding,
Canadian printers should explain to American print buyers why distance is not necessarily a
problem and how it can be overcome.

One option for a Canadian firm to ensure its ability to compete with other local U.S.
printers is to explore either buying out or forming a joint venture with a firm already located

in an area. As a result, distribution costs and delivery times could be reduced.

V. INFORMATION FOR EACH GEOGRAPHIC LOCATION

IN THE AREA OF INTEREST
Pittsburgh

Pittsburgh is the largest city that was included in the survey. Allegheny County, within
which Pittsburgh is located, has a population of approximately 1.3 million people and is home
to nearly 200 commercial printing firms (see Appendix B). Since this western Pennsylvania city
has significantly more printing firms than the other cities included in the survey, it is not
surprising that many print buyers in Pittsburgh mentioned that their printing needs are being
satisfied locally. However, this does not necessarily mean that there are no opportunities for
Canadian printers to penetrate the Pittsburgh market. Even though there are more printers in
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Pittsburgh, there are also numerous firms which require printing services. Pittsburgh is home
to nine FORTUNE 500 industrial corporations, and five FORTUNE 500 service corporations.
It is generally characterized as a blue-collar city, and is considered to be the capital of the U.S.
steel industry.

Print buyers in Pittsburgh were no more concerned with their distance to Canada than
their counterparts in upstate New York State. Also, the relative importance of being printed in
the United States is still consistently the least important factor affecting print buyers in
Pittsburgh, just as it is in most of the upstate New York areas which were also surveyed.

For these reasons, it appears that there are opportunities for Canadian printers to obtain

print jobs in Pittsburgh without necessarily opening a branch office in the city.

Buffalo

Buffalo is located in Erie County, New York and is the second largest area included in
the survey in terms of population. There are approximately 970,000 people and 125 commercial
printing establishments in this western New York area. The Buffalo market lies very close to
the Canadian border, and many of the firms contacted are already conducting business with
Canadian printing firms. Any printing firm based in the Toronto area would be able to service
the Buffalo area very easily. Buffalo has a large amount of government and educational based
organizations. Six of the top ten employers in Buffalo fall into one of these two categories.

Generally, print buyers in Buffalo are extremely open to being contacted by Canadian
firms. However, since many Buffalo firms have experience in dealing with Canadian
companies, they have also become knowledgeable regarding the problems that can arise. When
asked about problems in dealing with Canadian printers, several Buffalo print buyers mentioned
communication and distance to Canadian printers. For this reason, Canadian printers may have

a harder time dealing with print buyers in Buffalo than in other areas that are located farther
from the Canadian border.

Rochester

Rochester, New York, a large city on Lake Ontario, it is located in Monroe County
which has a population of approximately 700,000 people and about 114 commercial printing

companies. Despite being slightly smaller than Buffalo, Rochester is home to many well known
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industrial corporations such as Eastman Kodak, Bausch & Lomb, and Xerox.

Print buyers in Rochester anticipated more problems in dealing with Canadian printers
than print buyers in any of the other cities surveyed. Distance, delivery times, border crossing,
exchange rates, communications, and "Printed in Canada" requirements, are just some of the
concerns that Rochester print buyers mentioned. This was reinforced by the criteria-ranking
section of the survey. When asked how the importance of being printed in the United States fit
into their buying decision, Rochester print buyers ranked (on a scale of 1 to 5) it very important,
with an average score of 1.8 (1 indicated most important and 5 indicated least important as it
relates to their buying decision). For Rochester, "Printed in the U.S.A." scored higher than the
importance of product price, which averaged 2.2. In each of the other cities involved in the
study, the importance of being printed in the United States was consistently ranked least
important in the buying decision, with an average score of 3.64. This data indicates that
Rochester is not a favorable market for Canadian printers. Any Canadian firm attempting to

enter the Rochester market would clearly have to overcome this barrier.

Syracuse

Syracuse, New York, located in Onondaga County, lies in the central part of New York
State. Onondaga County is home to approximately a half million people and 61 commercial
printing firms. There are few industrial firms such as Carrier Corporation and Martin Marietta.
However, Syracuse contains a large number of medium-sized service related firms. Health care,
banking, and insurance companies are very common in the city.

Of all the cities surveyed, Syracuse print buyers were the most optimistic about working
with Canadian printers. Sixty percent of the firms contacted in Syracuse indicated that they
would not anticipate having any problems while working with a Canadian printer (the average
for the other cities in the survey was 32%) indicating that the Syracuse market holds attractive

opportunities for Canadian printers to target.

Binghamton

Broome County, New York, where Binghamton is located, has approximately 200,000
people and 28 commercial printing firms. This southern New York area is a much smaller

market than those areas previously discussed. However, this does not mean that Binghamton
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should be ignored. The importance of being printed in the United States was rated the lowest
in this city, with an average score of 4.33. Also, since Binghamton is located directly south of
Syracuse on Interstate Highway 81, it would be easy to service the two cities together. Asa
single market, Binghamton does not have very many large print buyers, and therefore would not
require a full-time sales representative located in the area. However, it still warrants a look by

Canadian printers.

Plattsburgh

Plattsburgh, New York, is a small city located in Clinton county which lies close to the
Canadian border in the northeastern part of the state. Clinton County, an area with
approximately 86,000 people and 10 printing firms, is by far the smallest market studied.
Virtually all of the print buyers in this market have worked with Canadian vendors for two
reasons. First, there is a definite lack of printing services in the area. Second, the closest large
city to the Plattsburgh area is Montreal, Canada which is only one hour away. Working with
Canadians is an everyday event for many Plattsburgh residents and businesses. The Plattsburgh
area is a popular destination for Quebec vacationers, and its economy is heavily driven by
Canadian tourist dollars. For these reasons, a Canadian printer would most likely be able to
have success in this area. However, since it is an extremely small market, it would probably

only be worthwhile for Montreal area firms who are in close proximity to Plattsburgh.
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V. SUMMARY OF FINDINGS

The survey of print buyers indicated that there definitely are opportunities for Canadian
printers to export into the United States. It will not be an easy task, but with a good plan and
hard work, it should be feasible. If a Canadian printer can compete in areas such as quality,
service, fast turnaround, reliable delivery, and low cost, then it is very likely to be successful

at winning orders for print jobs over its U.S. competitors.
Findings:

1. The most important criteria, as ranked by U.S. print buyers, were product quality,
service, and price/cost.

2 U.S. print buyers in all cities except Rochester ranked "Printed in the United States” the
least important criterion in their buying decision.

3. The importance of the bidding process was mentioned several times. This indicates that
any Canadian firm that can compete on a cost basis can win print jobs.

4. On-time delivery, distance, and border crossing problems were the most frequently

mentioned problems that American print buyers expect when dealing with a Canadian
printing firm.

5. Exchange rates, regulations, and tariffs were not major issues to U.S. print buyers.

6. There is no best way to successfully approach U.S. print buyers. Sending business cards

and samples, and making personal appearances and presentations were the two most
frequently mentioned ways.

1 There are many opportunities for Canadian printing firms to export to Upstate New York

and Western Pennsylvania. Of the cities surveyed, Rochester, New York, would seem
to be the most difficult market for Canadian printers to enter.
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Border Crossing Information

I. Immigration and Temporary Entry Issues

NAFTA Chapter 16
Categories of Business Persons
1. Business Visitor
2. Traders or Investors
3. Intracompany Transferee
4. Professionals

II. Tariffs on Printing Products
III. "Printed in Canada" Requirements

IV. Shipping Alternatives and Costs
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I. IMMIGRATION AND TEMPORARY ENTRY ISSUES
NAFTA Chapter 16

Chapter 16, "Temporary Entry for Business Persons Entry" of the North American Free
Trade Agreement (NAFTA) discusses the issues concerning movement of business travellers
among Canada, Mexico, and the United States.

The objective of chapter 16 is to "reflect the preferential trading relationship between the
parties (the U.S. and Canada), the desirability of facilitating temporary entry on a reciprocal
basis and of establishing transparent criteria and procedures for temporary entry, and the need
to ensure border security and to protect the domestic labor force and permanent employment in
their respective territories” (NAFTA, Article 1601).

Definitions:

Business Person A citizen of a Party who is engaged in the trade in goods, the  provision
of services or the conduct of investment activities.

Temporary Entry Entry into the territory of a Party by a business person of another Party
without the intent to establish permanent residence (NAFTA, Article
1608).

To enter the United States under NAFTA, an individual must be a citizen of either
Mexico or Canada, and must prove admissibility under the existing United States immigration
laws. Generally, Americans and Canadians are not required to carry passports or visas when
entering each other’s country. However, the person(s) entering may be required to provide
proof of citizenship, in the form of a passport or birth certificate. Also, the person(s) entering

must meet the measures relating to public health, safety, and national security of the visiting
country.

Categories of Business Persons

Chapter 16 establishes four categories of business persons eligible for temporary entry.
These categories, described in NAFTA Annex 1603, are as follows: Business Visitor,

Traders and Investors, Intracompany Transferee, and Professional.
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(1) Business Visitor

To qualify as a Business Visitor, an individual must meet the following definition:

"A person engaged in international business activities related to
research and design, growth, manufacture and production,
marketing, sales, distribution, after-sales service, and other general
services reflecting the activities in a complete business cycle, and
receiving no remuneration from a United States source."

Business Visitors may enter the U.S. temporarily to engage in commercial activities of
an international nature for an enterprise in Canada. Application for admission as a Business
Visitor can be made at any U.S. point-of-entry. No fee is payable for an application in this
category. Appendix J contains an arrival and departure card, which is required to be filled out
at the U.S. point-of-entry, and surrendered at the Canadian point of entry.

The Business Visitor may be required to provide proof of the type of business activities
that will be pursued while in the U.S, particularly if entry is being requested for an extended
period of time. Generally, it is advisable to carry documentation describing the activity being
carried out in the visited country. This documentation should be in the form of a letter written

on company letterhead explaining the purpose of the visit, the product being promoted, and the
length of the visit.

(2) Traders and Investors

Traders

A Trader is a business person seeking temporary entry into the U.S. to carry on
substantial trade involving the flow of goods or services principally between the U.S. and
Canada. Business persons may also qualify as a Trader if he/she is entering in an executive

or supervisory capacity, or if they maintain skills which are essential to the efficient operation
of the business.

Definitions:

(a) Substantial  Trade is substantial if it generates enough income to support his/her
family.

(b) Principally  Over 50% of the trade must be between the U.S. and Canada.
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Investors

An Investor is a business person seeking temporary entry into the United States to
develop and direct a bonafide enterprise in which he/she has made a substantial investment of
capital. The business person must own over 50% of the enterprise, or maintain a controlling
interest.

Business persons may also qualify as an Investor if they are entering in an executive or
supervisory capacity, or if they maintain skills which are essential to the efficient operation of
the business.

A Canadian qualifying as a Trader or Investor must proceed to the U.S. Consulate and
have the required nonimmigrant visa inserted into his/her passport, or other travel
documentation. This is one of the few times in which a Canadian must show a visa at the time

of application for admission.

(3) Intracompany Transferee

An Intracompany Transferee is a business person seeking temporary entry into the U.S.
for the purpose of rendering services to the same employer. The same employer may be in the
form of a parent, branch, subsidiary or affiliate of a Canadian company. The individual must
be coming to the U.S. in a capacity that is either executive, managerial, or requires specialized
knowledge.

A Canadian seeking status as an Intracompany Transferee must have a petition filed,
Form L-129, on his/her behalf by either the U.S. or foreign company. The Intracompany
transferee may apply for admission at a port-of entry. This is done by presenting the petition,
proof of citizenship and identity, and evidence of experience at the port of entry. A fee of $50
dollars (US) is applicable upon application.

(4) Professional

A Professional is a business person seeking entry into the U.S. to engage in business as
an occupation listed in Appendix 1603.D.1 of the NAFTA. A Canadian citizen seeking
Professional status must present a letter of employment offering employment in a professional
status, and proof that he/she possess professional status. Also, appropriate evidence of

compliance with state license requirements must be presented. Application for Professional






status can be made at the point-of-entry.
Appendix L, Additional Border Crossing Information, provides the above mentioned data

in detail, as well as, additional information regarding border crossing issues.

II. TARIFFS ON PRINTED PRODUCTS

Tariffs on selected Canadian exports of commercial printing and related printing matter
were gathered via the Harmonized Tariff Schedule (HS) of the United States (1994). The HS
is an internationally recognized coding system intended to describe and classify goods in

international trade. The following is a brief summary of how to read the HS Schedule.

Column Title:

Rates of Duty - General: Sets forth the general most-favored-nation (MFN) rates.
Applicable to all products which do not fall within the Special
column.

Rates of Duty - Special: Rates of duty applicable under one or more special tariff treatment
programs. These programs, which include NAFTA, are further
described in Appendix C, page 3 subparagraph (iii) and page 4
paragraph (c). Programs under which special tariff treatment may
be provided, and the corresponding symbols which identify the
programs are as follows:

Generalized system of preference A or A*
Automotive Products Trade Act B
Agreement on Trade in Civil Aircraft C
North American Free Trade Agreement:
Goods of Canada CA
Goods of Mexico MX
Caribbean Basin Economic Recovery Act E or E*
United States-Israel Free Trade Area IL
Andean Trade Preference Act JorJ*

Rates of Duty - 2: Rates of duty that apply to products, whether imported directly or
indirectly, from the following countries:

- Afghanistan - Kampuchea - Tajikstan
- Azerbaijan - Laos - Cuba
- Uzbekistan - North Korea - Vietnam
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Most of the selected printed products fall within the Special rate of duty column. All of
these products are free from duty. If a product does not fall within the Special column, it will
commonly fall within the General column. The rates of duty in this column range from a high

of 5.8% to free. The selected goods and their respected tariffs can be found on the following
page.
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TARIFF SCHEDULE

, Rates of Duty
Commodity HS Code Special _General 2
Registers, account books, diaries, etc.
- Diaries, notebooks, and address books memo  4820.10.20 FREE 4% 25%
pads, letter pads, and similar articles
- Other 4820.10.40 FREE FREE 25%
Mainfold business forms 4820.40 FREE 5.3% 25%
Albums for sample & collections 4820.50 FREE 4% 30%
Paper labels, printed in whole or
part by a lithographic process 4821.10.20.00 FREE $.0088/Kg $.88/Kg
Paper labels, not printed
- Pressure sensitive 48219.20.00 FREE 5.8% 40%
-Other 48219.40.00 FREE 3% 30%
Printed paper for resorting machines 4823.40 FREE 5.3% 35%
Paper, printed, embossed, etc. 4823.51 FREE 3% 30%
Brochures, leaflets, etc. in single sheets 4109.10 FREE FREE FREE
Music printed 4904.00 FREE FREE FREE
Globes, topographical, printed 4905.10 FREE 5.3% 35%
Maps & charts in book form 4905.91 FREE FREE FREE
Maps & charts not in book form 4905.99 FREE FREE FREE
Plans & drawings 4906.00 FREE FREE FREE
Stamps, cheque forms, banknotes, bonds 4907.00 FREE FREE $.66/Kg
Transfers, vitrifiable 4908.10 FREE $.132/Kg  $.66/Kg
+3.5% +15%
Transfer, nes 4908.90 FREE $.154/Kg  $.88/Kg
Postcards, greeting cards
- Postcards 4909.00.20 FREE 4% 25%
- Other 4909.00.40 FREE 4.9% 45%
Calendars
- Printed on paper or paperboard in whole
or in part by a lithographic process
* not over 0.51 mm in thickness 4910.00.20 FREE FREE $.66/Kg
* Over 0.51 mm in thickness 4910.00.40 FREE $.0044/Kg $.19/Kg
- Other 4910.00.60  FREE 3% 35%
Trade advertising materials 4911.10 FREE FREE FREE
Playing cards 9504.40 FREE $.008/Kg  $.10/Kg
+0.8% +20%
Film for printing plates, not developed 3704.00.00 FREE FREE $3.88/m2
Film for offset printing plates, developed 3705.10 FREE FREE 25%
Photo plates & films, nes, developed 3705.90 FREE FREE FREE
Binders of paper 4820.30.00.10 FREE 53% 35%
Printing type, blocks, plates, etc.
- Plates 8442.50.10.10 FREE FREE FREE
- Other 8442.50.10.90 FREE 8% 60%
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Additional tariffs for various printed, and other products can be found in the HS Tariff
Schedule in Appendix M. The additional headings on the tariff schedule are as follows:

Column Title:

Heading/Subheading: The 4 to 8 digit HS number relates to a specific product or family of
products.

Stat. Suffix: Further classification of products, if necessary.

Article Description: Written description of specific products.

Units of Quantity: The units of measure applied to the specific products.

II. "PRINTED IN CANADA" REQUIREMENTS

All printed products being exported to the U.S. must be labelled "Printed In Canada".
However, the specific requirements for labeling products "Printed In Canada" have changed
under NAFTA. Under NAFTA, only the ultimate purchaser of the product must be made aware
of the country of origin. The ultimate purchaser is defined as the last person to buy the
products. For example, if a retail store purchases printed products with the intent to resell the
products, the ultimate purchasers are the consumers whom purchase the printed products from
the retail store. However, if the same retail store purchased the printed products with the intent
to give the products away as promotion, the ultimate purchaser is the retail store.

The labeling requirements are different depending upon the ultimate purchaser. If printed
products are being imported into the U.S. for resale, these products must have "Printed In
Canada" on them However, if the same products were being imported as gifts or promotional

items, only the box in which the products are shipped in must have "Printed In Canada” on it.

Information obtained from:
Sally Farrell
U.S. Customs

Albany, NY 12231
Tel: (518) 298-8333
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IV. SHIPPING ALTERNATIVES AND COSTS

One method for shipping to the United States is via United Parcel Service ("UPS").
Shipping products by other sources such as Federal Express or independent trucking agencies
were also explored, but were found to vary too greatly to be thoroughly reported in this study.

UPS

Shipping charges are based upon service level, weight, and shipping zone. The service
level can be either Express, Expedited, or Standard service. Explanations for the remaining two
components follows.

The rates are based on the actual weight or the dimensional weight of the shipment,
which ever is greater. The dimensional weight is determined using the International Air

Transport Association (IATA) volumetric standard. The formula used to calculate the
dimensional weight is:

Length x Width x Height
166

Once the weight has been determined, the shipping zone must be determined. This is
done simply by matching the destinations postal code with the appropriate zone. After the zone
has been determined a shipping rate can be determined.

A set rate charge has been determined for shipments under 500 pounds. This rate is zone
dependent and will change from zone to zone. For shipments over 200 pounds, the rate is
determined by multiplying the weight by the appropriate price per pound.

For more specific shipping information contact the following:

United Parcel Service
International Services
1-800-782-7892

Ext. 4151

Contact: Shannon
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Section 5

Summary of Findings
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I. INDUSTRY BACKGROUND SUMMARY

The area of interest consists of 35 counties of upstate New York and 5 counties of
western Pennsylvania. Manufacturing is the largest business sector for the area, and printing
and publishing is the second largest group of the sector. During the latest recession, the printing
industry in the area had some significant losses with more than 260 firms closing and
approximately 4,000 jobs lost.

The end of the recession should mean improving trends in the United States, particularly
for the printing and publishing industry in general. Certain sectors of the industry are expected
to see growth rates of up to 9.0%. However, costs are expected to rise for U.S printers due to
environmental regulations, capital improvements and employee training.

In addition to rising costs, the competitiveness of U.S. firms has been shown to be
weakening recently due to the deteriorating value of the Canadian dollar relative to the U.S.
dollar. The exchange rate has been especially noticeable in the comparisons of changes in unit
labor costs and manufacturing costs. Despite very similar national patterns for each of these cost
areas, the decline in the Canadian exchange rate has been responsible for making Canadian
manufacturing firms more competitive relative to U.S. firms.

In order to remain informed on the U.S. printing market, numerous sources of
information should be followed from sources including both federal and state government
agencies, trade associations and industry publications. Lists of these are contained in Appendix
D for reference. The types of information that can be readily reviewed includes labor rates and
costs, distributions of printing firms by sizes within specific geographic regions, regular
economic measures such as employment and work force figures, industry news and features, and

business trends and forecasts.

II. FINDINGS FROM INTERVIEWS OF CANADIAN PRINTING EXPORTERS
Interviews with key executives have produced a great amount of useful data. The value

of this input will vary depending on the specific type of business a printer or publisher engages

in. However, some key conclusions that cut across all printing specialties are summarized as

follows:
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10.

Successful exporters may need to overcome "Buy American” prejudice, but it is possible
to do so by stressing factors such as product quality, cost, service, and reliability.

Canadian printers should make it seem like they are located next door to the print buyers,
rather than in a foreign country.

A firm should identify and exploit a product niche and, if possible, a concentration of
buyers in a given geographic region.

Once a firm identifies a possible market, it should conduct appropriate market research
and identify the competition.

Buyouts, joint ventures, and partnerships should be considered as means of entering the
U.S. marketplace.

Sales representatives, rather than print brokers, should be used in direct sales to provide
detailed product and vendor information to potential customers.

Canadian printers should take advantage of networking opportunities through trade
shows, associations, supplier contacts, and Canadian subsidiaries of U.S. printers.

Providing good service is important in staying competitive in the U.S. marketplace.

Exporters should consider drop-shipping their product to a secondary U.S. site as a way
to reduce shipping costs.

U.S. duties on printed products are generally limited, but exporters should be aware of
U.S. Customs procedures. A customs broker is recommended.

III. SUMMARY OF FINDINGS FROM U.S. PRINT BUYER SURVEY

The survey of print buyers indicated that there definitely are opportunities for Canadian

printers to export into the United States. It will not be an easy task, but with a good plan and

hard work, it should be feasible. If a Canadian printer can compete in areas such as quality,

service, fast turnaround, reliable delivery, and low cost, then it is very likely to be successful

at winning orders for print jobs over its U.S. competitors.

5z
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Findings:

| 3 The most important criteria, as ranked by U.S. print buyers, were product quality,
service, and price/cost.

2. U.S. print buyers in all cities except Rochester ranked "Printed in the United States" the
least important criterion in their buying decision.

3 The importance of the bidding process was mentioned several times. This indicates that
any Canadian firm that can compete on a cost basis can win print jobs.

4. On-time delivery, distance, and border crossing problems were the most frequently

mentioned problems that American print buyers expect when dealing with a Canadian
printing firm.

3 Exchange rates, regulations, and tariffs were not major issues to U.S. print buyers.

6. There is no best way to successfully approach U.S. print buyers. Sending business cards
and samples, and making personal appearances and presentations were the two most
frequently mentioned ways.

5 There are many opportunities for Canadian printing firms to export to Upstate New York

and Western Pennsylvania. Of the cities surveyed, Rochester, New York, would seem
to be the most difficult market for Canadian printers to enter.
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COUNTY BUSINESS PATTERNS " PENNSYLVANIA 27
Table 2. Counties—Employees, Payroll, and Establishments, by Industry: 1990—Con.

Excludes most go ployess, d empioy and sei-employed Size ciass 1 10 4 inciudes establishments having bt no rikc-barch
[m)mmwhm %) data for indvidual cOmp For mamummm.mwm-mmmm‘m%mnm
L Number of Payroll ($1,000) 1?. Number of establishments by empioyment-size cless
cs;:‘ Industry i ,: n..."" of 100| 250| s00| 1.000
estabish- 10| Sw| W0w| 20w| 501 © [ 0 or
March 12 | First querter Annual mems 4 9 19 49 £ 249| 499| 900 | more
ALLEGHENY —Con.
Menutacturing —Con.
25 | Fumwture and 1159 5 814 24 49 2 7 10 3 4 1 “ -
251 Household furnit 163 670 3 082 18 10 2 2 1 1 = - e 2
2515 Mattresses and DOGEONNGS «cceaeeccccnnnnacs © o ©) 3 3 1 1 - 1 8 - -
252 Oftfice furniture €) o o 3 - - 2 - - - 1 -
2522 Office humitire, EXCHPt WOOL weeeeececccacens ® o © 2 - - 1 - - - 1 - &
Partitions and N 1 888 7 608 12 2 3 3 1 2 1 - - %
2541 Wood partiions end fixtures ...... S oo anan . © ©) © 10 2 3 3 1 1 - - - *
2542 Partitions and fotures, except WOOd .cccecceee (o] ©) ©) 2 - - - - 1 3 - - -
259 and fo 98 422 1742 ] (] - 2 - 1 - - - *
2591 Drapery hardware and biinds and shades ..... ®) ((»)] (2] 4 2 - 1 - 1 - - =
26 | Paper and allied pr 820 5 883 2137 15 - 1 2 s 4 3 - - i
262 Paper mills ®) © © 1 - - - - 1 - - - &
265 P rd e 439 2 809 11 448 7 - - 1 2 2 2 - - -
2653 and 0kd fDer DOXSS «ceeeeocecnan ® (12} ©) 4 - - - 1 1 2 - - -
2656 Sanitary food ®) © © 1 - - - - 1 - - - &
267 Misc. cor d paper 288 2 518 7 188 (] - - 1 3 1 9 - - -
2673 Bags: plastics, laminated, and cOSted.....---- ®) © © 2 - - 1 1 - - = = =
2677 Enveiopes © © ©) 1 - - - - - 1 - 3 3
2679 Corwerted paper p cts, ne.C. ) ©) ©) 2 = - “ 1 1 = % L @
27 | Printing and publishing 7 304 50 593 190 908 324 138 be] ) » 1 ] 2 - 1
27 ORI 2 790 24 184 92 481 30 [ 8 3 ] - 3 1 - 1
272 Periodicsio 15 702 319 1 ;¢ 3 2 2 - - - - <
Books 95 442 1917 12 6 2 2 2 = Nend & % L
213 Book publishing ® © © (] H 1 1 2 - - - < z
274 Miscefianeous publishing ...... S LR 78 808 2 959 (] 3 1 1 1 - - - - -
275 C rcial pr 2 600 15 638 63 284 191 80 43 3 <] 1 3 - -
Commercial printing, MAOGraphIC oo eeeeeee-o 2 049 11 948 48 137 | 128 50 28 20 19 8 3 - - -
611 3383 14 687 5 26 18 10 4 3 - - - -
® (1] o [ 1 1 1 1 - - 1 = ~
550 3 058 12 2718 10 1 3 1 2 1 2 - -
s L e R e s e R
7 1 3 1 1 1 - 4 2 =
549 3 551 13 790 2 8 (] (] 2 4 1 - - 2
299 1 570 5 788 2 7 ) 4 2 2 - - - -
250 1 981 8 014 [ 1 - 1 - 2 1 5 & $
3 983 28 855 115 601 (] 15 14 1" (] 4 (] 3 1 -
257 2118 8 423 13 5 2 4 - 1 1 - - -
8 B 9 5 1 3 - - - - 5 2
4 - 1 1 - % 1 - - -
282 984 7 801 30 818 7 2 - - 2 - 1 2 - -
2821 ® =] © [} 1 - - 2 - 1 2 - -
283 o 5 - 2 - 2 - - - 1 -
2834 g © 8 2 - 1 - - - - & 1 -
284 341 1 380 6 012 1" 3 3 2 1 - 2 - - -
2842 ® © © ] 2 2 2 - - 2 - - <
285 87 8 158 31 002 13 1 1 3 2 2 1 1 - -
288 ® 3 - 1 - - - 2 - - =
2085 g g % 1 - - - - - 1 - - -
2880 2 - 1 - - - 1 - - -
289 312 2 808 10 308 12 3 [ - 2 1 1 - - -
2899 284 2 381 9723 8 2 2 - 2 1 1 - - -
29 453 3 50 15 841 20 ] 4 [ 2 2 1 - - -
201 50 387 1 442 4 1 - 2 1 - - - - -
295 51 341 1 082 [} 2 2 1 1 - - - - -
299 347 2842 12 327 [ 2 1 3 - 2 1 - B -
2992 ® © © 6 - 1 2 - 2 1 - - -
30 2 050 10 722 48 026 54 13 4 1" 15 L} ] 1 - -
308 87 384 1613 4 1 - 2 1 s - - %
3089 ®) o ©) 3 1 - 1 ] - - - - -
308 1 830 9 847 42 318 @2 7 4 2 13 [ s 1 - -
3081 © ©) 1 5 2 > < e 1 o il 2
3082 27 1757 7 732 4 1 - - 2 - 1 - - -
3089 1457 7 050 30 362 3 2 4 [ 10 [} 3 1 - -
32 2 5684 17 854 74 511 89 7 20 16 1 s 5 2 - -
321 © o © 1 - < - - - 1 2 - -
322 832 5 951 22 902 8 2 - 1 - * 2 1
3221 (3] ®) 1 - = - - - % 1 & -
3229 € © © 5 2 - 1 - - 2 - & e
323 ® o (1) 1 3 [} - - 1 & 1 - -
325 172 788 3 597 9 2 - 3 3 1 - - 3 s
i ® o © 2 : . ot et -y Gy Ko Ko :
3255 ®) © © 7 2 - 3 2 = - = > -
328 Pottery and related Products ..o o e eneeeeeno.. © 3 1 - & - 1 1 - - -
3289 Pottery products, n.e.c. ‘8 g; ©) 3 1 - - - 1 1 - - -
327 | Concress, gypeum, and plaster products ......... s 308 23% 12 814 3 10 s ® ‘8 - - - - -
3271 |  Concrete Block and brick .o e oo s7 252 1 251 4 - 1 3 - T ke st i -
3272 Concrets pr neL 190 1 341 7 033 13 3 3 3 4 > ¥ - - -
3273 Ready-mixed 13 758 4247 12 ] 1 1 4 % il . ¥

Nots: Employment-size ciasses are indiceted as follows: A—0 10 19; B— ; C—100 1o .s—zsou«gF-mnneamnzatn-wb‘.ul-moon
3—10,000 10 24,999; K—25,000 10 49.908; L—50.000 1 89.988; M— 100,0 : 2010 99; C 249,



COUNTY BUSINESS PATTERNS NEW YORK 37
Tabie 2. Counties—Employees, Payroll, and Establishments, by Industry: 1991—Con.

udes mMost Govemment arrpiCyees. rai cad erployees. anc self-empioyed cersors  Size class 1 10 4 rcludes estabiishmerts having cavrall but =~ emoloyees cun=3 md-March sav penoc
cenates ngures withneia 1o avord CISCIOSING Cala tor mdmicua: comoanies. Far exptanatien C 'erms, statement on rahadility. anc SSMoarabu:ty Witk CIner 04i3. sea '~racucion tox:

ot Payrot! ($1.000) gL hoat Number o establishmerts bv empiovment-size C:ass
& ey empioyees | i + rumder
caae : for week - : o ; £G0 5250 1500, F 1800
oG | estabusnh- 1Ll S 10 2010 501 0 0 ] er
Marcn *2 * First quarter . Annuai ments 4 e ¢ 49 ] 249 . 499 939  more
. BROOME : ? i :
Total RTINS SOIR e S 86 116« 465 968, 1 989 632 4621 2242 1012 561 428 155 g6 19 5 9
Agricuitural services. forestry, and flshing . _ 265 1151, 6647 “ 2. 5 8 : 1 2 - - -
07 : Agncultura) services ; Gk o, o ! 43| 23| 4 8" . 1 3 o - -
a7t vetennary services | 93: 354 1 560 | ez 4 3 5 = < 5 s - -
978 Landscape and horticultural SeMices ........... : 164 790 5052 ! 29! 23" 1 3 s . - - - -
Mining s - A o © 2i l 2 i . N 2 % 5
Construction S e : 3569; 20678  102810] 448 28 ss: W] I3 L - - :
35 General contractors and operatve builders ........ i 935! 4 573! 2 737 130 ; 88 2. 9, g 3 1 - & 3
151 General g conractors : 747 3918 19 124 | e 48 A 5! ] 1 1 o - -
“E ' Heavy CONSITUCHON, 8XCED! DUIING ----veenrmnnn i 1o ! 7 7 94a | Bt e 8 57 s A DR o Wl |
161 Highway and street i 80 450 ' 3762 12+ 6i 3 24 1 @ % =i - -
162 Heavy CONSTUCHON, XCEPt MIGAWAY e eceemen- | 641 431, 3 806 12 6 ¢ 21 - - . - - -
17 Specal trade ctors i 2484’  15136! 72129 | 286 16ef. s6i 34) .2 7 2 - - =
e Plumbing, heatng, ar ung ! 653 ; 4559 20 508 | 55 22 L i 8] 6. ’ %5 = - -
72 Painting and paper hanging 3 94 ¢ 373 2592 N 25 1 5’ - - - = - 4
173 . B worx ! 430 ! 3435 173124 32 12 8: 6 5 2 1 % - -
374 . Masonry, stor ang 9 : 419 2892! 12 582 ! 30 18} vl 5. 2 e = = - r
1741 Masonry and o X § 95, 651 ! 2925[ 11 8 2 1 2. - - - = E
1722, . ang NSUIABON - oooeeeooooo : 280 1980 : 8 84s | 13 8 - 2 i < e - &
175 | Carpentry and floor WOrK «ceeceeeeee--. = e l 82, 417! 2128! 24 21 10 1 1 =i = < - e
176 | Roofing, sicing, and sheet metal work .......... i 250} 1 449 6 048 F1d 13 7t 5, i T e
177 i Concrete work i 69 218 1717 20 14 4 14 vl -t - - ot =
179 | Misc. special race CONMTACHONS «nnneeemeeeeen 322 1470| 7293 0 PR S N e et |
1793 ¢ GIass 270 GIABNG WOMK ..oeeeeeeenemmensnnes (B) (D) (D) 3 1 - 3 -1 5 - -1 -t :
1794 ¢ Excavation work 97 345 2 619 18 10 5 2 T - - - =il ¢
1799 | Special rade CONTACIONS, N.8.C.coavacmnenmanan 138 847 2 824 14 8 4 1] 97 - =i - -! =
. i ! 2 ’
i Manutscturing 206081 200 188 o7 308 2%2 (-] 50! :zl 7C YR, TR AR NS 5
20 | Food and kindred products 938 | 5 489 23 931 14 3 -i al 4 i i 1: 3
© [te)) © 1 £ ; = 2 g o = = L
(=] ©) (D) 1 - -I - -l - 1 -! - A
174 520 2 428 8 1 2] 1! 2! vl BIRSRE E
162 505 2383 5 1 - - 21 F 3l s e i =
(F [{»)} © 1 - - o £y -' i = 1 -
(3] @ ©) ! - -i -t - - -: il A -
319 1488 8 190 1 4 § PR W e g B b R
® (©) 9 4 2 - s 1] i - -i 5
(B) ((s)} (D) 3 2 - -, - 1 - - o z
© © © 2 > ) e e e e B -’ -
‘ : :
91 4s58 1 897 1 6 2! AL L sl s gy - ¥
65 36s 1613 3 - - 1. 2 s e feionuiie] et~ | 3
65 365 1613 3 - -i 1; 23 - o =4 -
114 857 2321 7 2 2. g Biea = - -1 - =
8 ©) © 1 - i e i 11 - - - :
® © © 1 - S5 1 8 oo e e s e
25 | Paper and aliied products 303 1299 7 085 5 - o R 1 e ¢ e ke T e
©) © ©) 4 - 2: -1 1 L opte G - =
© © © 2 - i S e ,I o
® © 1 - - = 45 g o i i ;
® © © 1 - o e mc o G AT
1628 8 368 33 304 47 15 13 6! i S Sl 5 ¥
® © © 3 2 = -1 -4 2] et i i
| ® o) s 1 i e i Pl e ] z
! () © © 3 - =i < i R - i
274 |  MiscColaneous PUbISING «..eeeeeeeomemeenennen 82 110 298 4 2 = * - o = - -.l =
275 | i n 2 020 7 437 27 8 10| 2} s' 2l T £
27521  Commercial pntng, tNOGTAPNC —eeeeeeeeean- 81 1973 7 230 2 7 8, 2] s e -
' H 1 ) ! o
28 © © © 2 - 18 roscml < MRS Sl Jer e pOSERS 2
284 © © o 1 - - - - SRR -
2844 | © © © 1 TR B m il NN WG R BT R
36 ! Rubber and miscellaneous plastics products........... 974 5 165 18 923 19 1 ' g s! S: 4} - -g % =
cz - © © © 2 2 = -1 5 o o e B R - %
306 | o © ©) © 2 -i - - 1 1 - - s i
3059 ! abncated ubber - © © @ 2 - -t =] 14 1y 2l 5l 'i
36 - (F) (0) ©) 15 14 1 5! al 3 W BRNPICE R 7
cea ! 434 2 %68 10 401 4 -1 -1 = -1 - et Dol o s s
3089 : R EA i 169 829 3309 8 1l - 4! 2! L it 2
31 | Leather and 16ather PrOGUCES «.-oceeeeceanceneens 524 2 289 9 392 3 - = S SR g st < | g
e g © © © 1 - - “ 34 e R A A -
314 | A T T e o S ® (D) () 1 = o - e L = 11 -l z
3143 '8 100TWeA, EXCODt ATUSDC - oooomommeem ® ©) © 1 2 - i -i 50 el i Ll D
119 i ®) © © 1 ! - - - W W e R

Note: Emplovment-size classes are indicated as follows: A—0 10 19: 820 to 99; C—100 to 249; E~250 to 499; F—500 to 999: G—1,000 to 2.499; n-mna.m:-s.ooowe,M:
J=10,000 t0 24,959; K~25,000 10 49,999; L~ 50,000 t0 99,999; M~ 1C0,000 or more.
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Table 2. Counties—Employees, Payroll, and Establishments, by Industry: 1991 —Con

Sxchides mcst governmen’ empiovees 1°Cad emcinvess ana selt-emolovec persons Sze ciass ! to 4 includes estabiishments having payrolt but no empioyees dunng mid-March pay penoc
.C: genotes gures withre C 12 2,0°C 2.38i85.1g Gala *Cr intivicual companies ~Or explanauc~ of terms, statement on relabmity, anc comparabiity with other Cata. see Introcucory text. |

- NuTher o Fayroll ($1.0C0! Total : Number of estaplisnmerits by employment-size class
s: empioyees Der H ;
e idustey o week ¥ ‘ i 1001 25¢ 590 1200
o % ¢ * estabhish- Tt 5to' T 20t S0t o te 19 - or
March 12 First quarter : Annual . ments 4. ) e 49 99 | 249 455 999 ¢ more
. CLINTON , : i : ‘
L e e R I T 22 953 97958 428469  1888' 1002: 418. 240 152: 45: 24, 4' 2 1
Agricultural services, forestry, and fishing .. 60 188 | 1023 14 9 & 1, - - - 2! =
37 Agncuitural services ®) . oy () 12 8! 3 . e & 2 X %
Mining ......... (4) © ©, 1 fym = |- - e i Ve -
Construction -_...o.ooeoeeonos 1057 5 901 31 983 185 - 127 34 15 8! - e 4 3
15 . General CONMractors ana Operative bullders ... 563 3613: 17 213 79 55 13 1 5 - i - = =
51 General bullding CONtraciors - .ccveceeccaacanan 484 3127 14 789 ° 40! 24 ol 3 5 ‘ - 3 - -, -
16 i Heavy construcuon, except bUlidiNG oo ceeccecanan- 51 250" 3 863 ; 10! 6! 2! = A , %) i oy - X
17 Special trade contractors............ 4cs 2038 10 907 | SR S o) e o SREIEC SRR TERE (0 i
i Plumbing, heating, air-conaimoning... 66 « 391 243! 131 8! 3: 24 - ; -1 - -1 - -
172 Painting and paper NangiNg .. ....ceeececeacanan 66 449 ! 1674 1zi 8! 2 1 1i = <4 - - -
: : : . ;
173 | Electncal work ; 75 429 | 18721} 121 8 21 - 21 -1 - - - -
H A \ ! t ' 4
™ B i 4291 26479, 114 154 ; 93! $iliee 15 9i 10! WL R aelas <02 -
20 ., Food and kindred procucts . : o o ()} a: -1 14 it 1 2 1 2. 2 g
205 . Bakery proguctS ...eeeoneenn.. : i)' ©) ! ) ! 1 : ok =i - = g - - -
2051 : Bread, cake. and related productS - - oemee-.... : C ) ! ! 1 2 - 2 - g z 5 2
22 | Textile Mill PROGUCES —oceoecneemooeemncmenennee ¢ (8) D) D) : 2 = - -i 2ll - - - =i -
225 ; Knitting mills : |8 ! (D) ) : 2 - - - 2 il i) %) p =
2259 | Knittng Mills, N8.C. ceeeememcamcccecamanaas ® . (D) (©) | 2 - - - 2| = =i = = =
24 | Lumber and wood ProgUCtS .-« - o eeececemeccanans : 144 , 329 1293 22 13 7 -! 1 4 -% - < -
241 | Loggng < 116 ' 225 872 15 9 4 = 1 1 - - af -
25 | Fumiture and focures ; A & A : . . _} ~ . i g G
252 | Oftice fumiture ... ' e, () ©) 2 1 - = 4 = e e -
2521 ¢ Wooa office turnitur I © | D) (D) 2 1 - il 5 = it = - =
i ] .
26 | Paper and allied ProduCtS —e..ceeucecnccmmcacanas { 1185 ° 8 698 ! 35 203 5 - 1 =) 1 -{ 1! 1! 1 -
262 | : ® ! © © 2 3 3 . 1 Lk g s i ¥
267 | 7 ; (0) © 2 = = - " 5 11 1} 20 -
2679 | | ©) (o)‘ 2 - = - G .
27 | Pnnting and publishing ; 3181 1075 | 4 288 9 3 2! 1! 'i 1 1: - - -
271 ' Newspap : © ! o | © 1 - -1 - £y - 130 =i o -
276 | Manifold business forms : ® ] © | ©) 1 : -1 - - 1 =if s sl -
28 | Chemicals and allied prOCUCSS ......eveecencece | ®i o' ©) “ 2 s g 1 il el ¢ 2%
283 : Drugs @ © ! () 1 3 L 5 £ = 3 o R %
2834 itcal preparations - § K ©) ! © 1 > e - S Tt e e
284 | Soap. cleaners, and toilet GOOUS .. .oooceenn.. =4 ®) ©) © f o %1 2 = 1 i el 51 =
2844 :  Toilet preparations.........coooo.... Sidal i ! (B) (0) (0) 1 & - - - 1 “ -1 - -
30 | Rubber and miscellaneous plastics products........ ! 536 2119 10 702 8 - 1] - 1 4 2 5 e =
306 , Fabncated rubber products. n.e.c. . (B) ©) (D) 2 - - - 1 1 - - - -
3069 .  Fabncatea rubber products. n.e. (8) (0) © 1 - = ; a o 1 b < - -
308 ! Miscellaneous plastics products, N.8.C. cooueeo... | © ©) (0) 6 i e = b 3 2 o 4 -
3084 :  Plasucs pipe ! ©) | (D) (0) 1 - - - - - filus SRS =
389 ! Plastcs Products, N.8.C. -enmueeeececeonnons, - 359 1 563 8 305, S = 1 e £ 2 ' = ik 2
33 | Primary metal industnes ; ©r ©) Y 2 4 11 ! 5 1 = c = -
332 i ® | D) © 1 = - = - 1 - - - -
3321 | : ® ! © © 1 < - S ey SR o -
36 i Electrome and other electronic equipment .......... ‘ © (D) ) 4 2 =t el 11 -1 1 - = Z
364 | Electnc lighting and winng equipment ... © | © ©) 2 1 = A it : 4 2 -
3645 | Resigenual ighting fuxtures . e | S ©) (g; 1 = g -1 - i - 1 e il &
1 ! .
38 Instruments and related prodt ®) | (D) (0) 2 1 - - - 1 - - =5 3
384 1 :Medical and ) D) (O 2 1 - - - 1 = = ! =
3842 | Surgical apphances ana SUPPIES «-.eeeeee-... (8) (D) (o} 2 1 - = - 1 - - it e
— . Administrative and auxliary ....... b it ® | (0) ©) 5 1 - 1 ! - 1 1 1 -~ &
Transportation and public utilitles .. ! 1421 l 8 894 38 288 12 56 18 23 8 5 2 " - -
o i 1 H
4* [ Lccal and interurban passenger ransit..o.ooooeo.. | 8- (©) I (0) | 57 3 - 1 4 1 - 2 i - B
42 ! Trucking and warehousing ............. Aot ey 448 ' 2 397! 10 553! 85 39 13 | 10! 2 1! - ! - 5
421 Trucking and couner services, except ar ... i 419 1 2263 | 9 908 | 58 33 13! 9 2 1 - = ) >
45 ' Transportaton by arr....... o R e T H © i © | © i 5 2 <1 2 - -1 1 - L =
481 | | A moponaen Al : ©! © | © 3 GRS I N i G B
47 | Transporaton services ' 272! 1301} 5717, 15 6 2! 2i k.., ey 1o # z 5
473 . Freight transportabon aangement ... ey 256 i 1 240" 5 482 9 1 1 2 ; 3 2 - - =t 2
48 | Communicabon | 88 27 7998 13 2 At ogE e R e R
481 . Telephone communication .. ; ' i 1 5 4l 2 R - i 5
4813 | Telephone communicatons. exc. ra : :g; i Eg} 0 fgi ‘ ; } 1 - i 4 2 =3 f f i y
: i § o 5 &
483 | Radio and television br 9 | 153 793 | 3064 ! ol - - Zi Hin el 2 | )
49 | Electnc, gas. and sanitary semices ..____......._. ; ©i ©) o) 3l = i 1 = - 'i = g =
491 Electnc services i ©1 © i © 14 & -l - =1 =1 1! = p -

Note: Emoloyment-size classes are ingi A A L . C— o 499: F—500 to 999; G—1.000 10 2,499; H—2.500 t0 4,999: 1—5,000 to 9.993;
510,000 10 24.955: K~25.000 1 45,935, L 50,000 10 55,605 M- 100,000 o mare. - 100 10 245 E=280 1o 438
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Table 2. Countles—Employou, Payroll, and Establishments, by Industry: 1991—Con.

[Exchud and self-empioyed suehnvnAmn-mm but no empioyees ¢ mid-March pey period.
(o)mmwmnmmqmuwm F:w of terms, statement on redabiity, and with other data, 80 woxt |
o Peyroll (81,000) Total Number of estabik by employment-size class
SiC smployses number
code Industry for week of 100| 250| S00| 1000
estabien- 1| Sw| WL| 20| 5L to © 0 or
March 12 | First quarter Annual ments 4 ] 19 48 99| 249| 490| 999| more
ERIE—Con.
Manutacturing —Con.

24 | Lumber and wood p ™89 3 118 14 223 43 18 8 4 8 3 2 - ~ =
242 Sawmitis and pianing mills ... 1 631 2 982 7 4 - 1 - 1 1 - 2 *
2421 Sawmilis and plareng mills, general .______ T © © o©) 8 3 - 1 - 1 i - - =
52331 Mitiwork, plywood and structural members ... % 1039 4$ !: H . 2 : : = = z %
2434 Wood kitchen cabinets . __...oooeeoo. . 80 3 1247 [ 1 3 1 1 - - - i 45
| "o g B B e e o OOl sleeheibent)
249 Mizcellaneous wood prodt e 281 1132 s 183 10 3 3 - 2 1 1 - - =
2499 Wood products, n.e.c. 281 1182 5183 10 3 3 - 2 1 1 - - =
25 |F and o ()] 4 883 19 238 2 8 2 [} (] [} - 1 - =
251 .' obd harmity 1 2 > 1 - =
2511 Wood wold furmit g ﬁ g : f 1 f = - < 1 - o
2515 Matiresses and DEGEPINGS - ....oeeeeeeaen.. 108 1 4 1 - 1 2 - - - = 2
252 Uit ... ... 213 1222 3 082 5 1 - 1 - 3 - - = &
2521 ® 1 - - - - 1 = - - 5

2522 Office fumiture, @ept wood ..o ..«oeeeae © 4 1 - 1 - 2 - - =
254 Partitions and b 27 983 4 458 12 4 1] 2 3 2 - = =
2541 Wood partiions and fohures —......... S © o o 10 3 1 2 2 2 - - = &
259 Miscellansous fumiture and AN ... . 1 - 1 - 1 - - 2 %
2509 Fumniture and ® nec. g 8 a 3 1 - - - 1 - - = =
26 | Paper and alied Products «...eeeeeeeeeeeaeeee 1874 12 728 82 243 3 4 3 7 (] (] 7 - - =
265 CONtaINSrs and DOXSS e e 1048 7 348 30 578 14 1 - 3 2 ] ] - = 3
2853 and s0id fber BOXSS - oo oo oo . [ - - - 1 2 2 - = =
2855 Fiber cans, drums and similer PR a ﬁ 2 & “ 1 - 1 A - - =
2657 Foiding paperboard e 81 3 14 0 1 - 1 1 - 3 - - =
287 asc. paper p b 5 108 20 858 16 2 3 ] 3 ] 2 - = F
2872 Paper coated and laminated, Ne.C. «oeeeeeen. g g g 1 - - - - 1 - - - -
2873 Bage: plastics, laminated, and coated ... Lo %4 12:24 i 1 1 } 1 ; - - . 5
27 | Printing and publishing 723 42 881 174 274 219 7 4“ 4 b4 15 4 1 1 2
an iRy 2 008 10 682 “ 718 2 2 s (] 2 2 - 1 - I
272 Periodicals b1 (] 2821 ] 2 2 2 1 - 1 - - =
273 Books 130 648 2888 14 8 - 4 2 - - - = ¥
2731 Book publishing © © 12 8 - 2 2 - - = o %
274 Miscallaneous publishing ........ceeeeeeecences © o ) [} 2 2 1 - 1 - - * I
275 | Commerciel printing 4 320 27 %01 108 703 1368 48 2 2 16 1" 3 - 1 1
it Soromercial printing. KROGADAC «—-eeeewme-- 232 14 354 86 285 % 22 21 19 13 L] 2 - 1 5
2759 Ounmreu PO, AL it saneihess ‘f:’{ 8{ B 29 14 8 10 3 3 1 - ” i
276 Manifold business forms 12 758 4 811 3 - - 1 1 1 - - 2 &
278 Blankiseoks and bookbinding [ 1 2 - 3 - - - = =
2789 Bookbinding and related Work ... eeeeeeeeeeeee 8 8 8 '3 1 2 - 3 - - - = o
Printing race Senvices ........oeeeeeeeeececeee 159 790 3 352 17 8 3 4 2 - - - o =
279 Typesettng 17 577 2 380 13 8 2 1 2 - - - & =
28 | Chemicals and aliied Products ... oeeeeeoeeeen 3472 26 682 108 588 52 12 ] 7 10 4 (] 3 1 2
‘ W% el W v Shoab eSSl o s
1 c§ 13 1§ 54 4@ H B - - 2 - : : 3 -
2 - - - 1 - - 1 = 5
218 1 082 4 527 18 5 3 3 3 1 - - - %

164 851 3738 8 2 1 2 2 1 - &
285 Paints and aliied Products - ......ceeeeeeeeecances © © () 3 - - 1 - 1 1 - & £
286 Industrial OrgaNic CHBMICAIS —.....oo..eoeeeeaeen 4 1 - - 1 - 1 1 & =
2885 Cyclic crudes and intermediates g 1 - - - - - - 1 o 7
2869 industrial organic chemicals, n.e.c. ﬁ 3 1 - - 1 - 1 o E %
g& w ChHOmMICal ProduUCtS ...« ee e eeeemen- 338 2183 8 200 1g 2 f :‘l f - 1 = e 3
2899 Chermcal m NOC. ceoanun s 8 8; 8 5 2 1 - 1 - 1 - - e
29 | Petroleum and coal Products .............. e b a7 2 803 18 322 15 5 1 4 3 1 1 - - Z
295 | Asphatt paving and roofing materiais an 2232 12 790 10 3 1 2 2 1 1 - % 5

2051 Asphalt paving Motures and IOCKS .....eeeee ® [1+/] o 9 3 1 1 2 1 1 - .
209 Misc. petroleurn and coal PrOJUCHS - ooeeeeeeaene 4 2 - 1 1 - - - % 7

2092 Lubncating oiis and greases ..........ceeeeeee 8 g B 2 - - 1 1 - - - i
30 | Aubber and miscellaneous plastics Products.. ... 5 379 a7 81 152 908 ] 13 [ 1 (] ] 8 4 * .
301 Tm and inner tubes @ ©) © 1 -lpe - - - - - L L
305 [ 2 1 1 - - 2 - = 1,
3052 % g @ 1 - - - - - 1 - fod g
3053 s 2 1 1 - - * - ¥ 3
308 Fm mnuu m ______________ - - - 5
o | s nas 8 B8 8 e o Maeglinlbe b oftE o

3089 Fabricated nubber proc, ne.c. ] 2 1 - 1 - 1 - =

Note: Empioyment-size Classss are indiceted as foliows: A—0 ©© 19; 8—20 © = ; Fem 909; G—1 —2.500 10 4,000; 1—6.000 10 9,909
PP+ 5. g Sy~ fg Ly =g e b g 08; C—100 10 240; E—250 10 498; F—B500 10 999; G—1,000 10 2,490; H ©

-
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Table 2. Counties—Employees, Payroll and Establishments, by Industry: 1991—Con.

VpIoY &d sel-empioy Ske ciass 1 t0 4 Includes estabishments having payroll but no empioyess mid-March pey period.
[(o)mmummumm g data for individual comp: F'or ammmmwwmmammm:mmx
Number of Payroll ($1,000) - Total Number of establ by empioy sze class
noustry aid number
cifo for week ol 100 250 500 | 1,000
muag eatabiah- 110 s5to| 10to| 20to| S0% to 10 0 or
March 12 | First quarter Annual ments 4 9 19 49 9 249 499 | 999| more
MONROE — Con.
Manutacturing — Con.
20 Food and kindred products —Con.
208 B (G) © ©) 8 - 2 3 1 - - 1 1 -
2082 Q ( ©) ©) 1 - - e . = - = 1 =
2088 Bottied and soft drinks © o) 4 - 2 1 s = - 1 - -
209 Misc. food and dp 57 237 1028 [} 3 - 2 1 - - - - -
22 | Textie mill products ®) © O 4 3 - - = 1 - - - -
222 B tabric mills, O ®) D) ©) 1 - - - 1 - - - =
23 Apparel and other textile products 1182 5128 2 992 17 7 4 - 2 - 1 1 -
231 Men's and boys' suits and coats .. (2] o ©) 3 1 - - 1 R i 1 &
232 Men's and boys’ 2 - 1 = - - o 1 = -
2329 Men's and boys’ clothing, n.e.c. 8 ((g 23’) 1 - - - - - - 1 - -
239 Misc. fabricated textile products © © 11 [ 2 2 - 1 = = - =,
2393 Textie bags ® © :g’) 1 - - - - 1 - - -
24 Lumber and wood prod 298 1843 7 359 28 15 3 5 2 1 - - - -
243 Miltwork, ply and structural members ... 232 1547 5 967 13 5 2 3 2 1 - - - -
2431 Miltwork ... 14 757 2 809 4 1 - 1 2 i _ " o i
2434 Wood cabinets 138 790 3 358 9 4 2 2 - 1 {s =
25 |Fumiture and fb 154 1290 3329 24 1 8 5 - - - - - -
252 Office furniture a2 832 1428 e 1 1 4 = o - & i s
2521 Wood office tumit. 62 832 1428 6 1 1 4 - - - - - -
26 | Paper and allied p 1853 11 388 48 910 k44 2 1 4 4 9 7 - - -
282 Paper mills ® © 2 1 = - & 1 = - - -
265 CONtainers and BOXeS «ooeeeeeeeeeen 1015 8 610 28 320 10 - - 1 1 3 5 - “ -
2653 and 308d fiber DOXeS «oceceeanann 8 % 8 [ - - 1 - 3 2 - - -
3 - - - - - 3 - - -
© 15 -1 1 3 3 5 2 - - -
1@ 1 240 4 ag 4 - - 1 2 1 - - - -
© [>] © 3 - - 1 - 2 - - - -
©) 3 1 - 1 - 3 - - - e
Y o8 b e
2 - - - 1 1 - - 5 =
¢ 210 44 788 183 718 204 74 52 0 31 { 7 - 1 2
@ (1> ] ©) 19 8 2 1 (] 1 - - - 1
8 300 2 042 8 4 2 - 2 - - o o »
8 8 8 3 1 - - 1 - - - - 1
3 1 - - 1 - - - 1
281 1 489 8 307 " 3 1 1 L] - - - - -
_23m 18 128 73 403 118 4 34 24 10 3 ] - 1 -
1384 10 089 40 850 84 28 28 16 7 3 4 - - -
® © S N " [ 8 2 - 1 - 1 -
© © o 2 - - - 1 - 1 - - 5
218 1144 4 518 8 2 3 - 1 : : - - -
1 - - - - - - - =
8 8 g 7 2 3 - 1 1 - - - -
340 2 450 9 874 23 5 8 4 4 2 - - - -
172 918 3 633 18 4 (] 3 1 1 - - - =
168 1 562 8 241 8 1 2 1 3 1 - - - -
2 598 27 344 108 650 2 5 4 4 3 1 2 2 - 1
(G] ‘O 1 - - - - - - 1
(G% 8 © 1 - - - - - - = - 1
nv 5 418 21 121 5 2 - - - 1 1 1 - -
2 1 - - - ; - 1 - -
: L AR R Ty L, GBI P o< et | o i (o
- - - - - 1 1 - -
e T R e
© 1 - - - o - - 1 %
12 3 3 3 3 3 o 3 >,
1‘3 0(3 3 1?0 8 1 1 2 2 - - - - 3
® © © 4 2 1 e 1 - ks 7 = %
30 Rubber and miscellansous plastics products....... 2 844 17 510 75 908 59 15 7 & 13 2 8 1 1 -
308 Miscellaneous plastics Products, Ne.C....eeeeeo. 14 4 12 2 8 A 1 o
3082 Uneu 2 607 17 307 74 819 4: : ? 4 . ~ 1 b 4 i
3088 Plastics foam p 2 1 o, - - - - 1 - -
3089 Plastics products, Ne.C. «..eaeee... ( a8 9 5 3 1 2 7 - 1 -
32 | Stone, clay, wmm-_..._ 607 4 401 18 967 32 5 1 4 9 3 o & 2 o
322 Glass and glass: 1 1 1 - 1 - - - -
3229 Pressed and blown Qlass, n.e.C...__........ g 8 (‘E’) ; - 1 1 - 1 - - - *
323 Products of purchased glass ... ... 100 551 228 8 3 2 1 2 ” . = = b
327 o 4 2 4 2 - - - -
L8 318 2 500 " 4‘3 12 - ‘ 2 s - = 2 7 =
3272 a ﬁ o 3 - 2 - 1 - - = = -
3273 1 1 6 480 7 - 2 2 1 2 = 5 5 =
29 ® © © 3 - 1 = # Siein e let = E

Nots: Employment-aze classes o= s ¢ )  G—1,000 10 248 H=—2.500 10 4.989; 15,000 1 9,900;
J_,o,m“"mK_z&m,“.ﬁg%:m“tiw&: 20 1 88 C—100 10 208 E—250 10 498; F—500 10 998; G—1,000

A
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Table 2. Countles-Employees, Payroll, and Establishments, by Industry: 1991—Con.

, raliroad empioy mm;:m &om1u4mmmmumm nu-u-ehp-yp-bi
(o)mmwwm g data for individual : explanation of terms, statement on reltabiity, and cComparability with other data, ses
Simbec of Payroll ($1,000) 1 Number of establishments by empioyment-size cless
iC SMDITYSSS nng
ok Widusy for week of 100| 20| s00{ 1,000
outmbisi- S| 10| 20| 50 © [ 0 or
March 1 Annual ments 9 1 49 9 249 499 909 | more
NIAGARA —Con.
Manutacturing — Con.
26 | Paper and aliied proc 1 050 28 244 10 2 - - 1 3 3 1 =
263 Pap mills © ()} 2 % = & - 1 1 - =
265 cOntainers and DOXS cceceecamnnn 678 19 280 5 1 - - - 1 2 1 -
2853 v and sokd fiber bOXes oo v e ceeeo. ) ©) ©) 3 - - - - 1 2 - =
2857 Foiding peperboard boxes ® © (D; 2 1 - - - - - 1
287 Misc. paper proc © ) 3 1 - - 1 1 - - g
2679 G paper products, n.e.c. © ©) g 3 1 - - 1 1 - - e
27 | Printing and publishing 888 2 454 9 135 33 6 1 5 3 2 -
2n Newspagers 209 685 2 850 3 - - - 1 - 2 -
275 C cial printing 218 1 042 4143 19 9 8 1 1 2 - -
2752 Commercial printing, ShOQrapHC - ...eeeeeeeee- © ©) 15 8 4 1 1 1 - -
2759 Commercial printing, N.e.C......cceeeeeecenan ®) ©) % 4 1 2 - - 1 -
278 Manifold business forms. ®) (o)) (o)) 2 - s 5 1 1 - -
28 | Chemicals and aliied prod 3 260 29 397 120 202 28 2 4 4 5 5 2 2
281 Industriai inorganic (<) 912 3 442 4 1 - 1 1 1 - - &
2813 dustrial gases ®) ®©) o) 2 1 - - - 1 - - -
Plastics materiais and 5 1 - 2 - 1 1 =
2821 Plastics materiais and resing ... ... ceceeeucaan 8 g g 4 ] - 1 - 1 1 =
286 Industrial organic 1 531 12 902 53 117 8 - 3 2 3 - 1 1
2889 industrial organic ch nec. 1 531 12 902 53 117 8 - 1 2 3 - 1 1
287 Agricutturat 1 - - - - 1 - =
2879 Agricultural Chemicals, N.e.C. ccoo e emaaeanen 8 8 8 1 - - - - 1 - >
289 | Miscel hemical proc ® 2 £ : z 2 4 ek
2899 Chemical preparations, N.e.C. «ovemmeemeeeeeee ® 8 8 2 - - - 1 - - 1
29 | Petroleum and coal Products «oooooeeeeean-.. s 211 2 153 8 085 5 - 1 1 2 - -
291 mm ®) (1»] © 1 - - - 1 - -
299 jeum and coel p ® 2 - - 1 1 - -
2992 umalngdum ®) 8 g 1 - - - - 1 - -
30 | Rubber and miscelianecus plastics products......... 791 3 088 12 602 7 1 1 2 3 4 -
305 Hose and belting and gaskets and Pecking ........- (8] o - L - 1 - -
3053 Gaskets, packing, and sealing devices ... (B; B g - - - - 1 - -
308 ) o 5 1 1 2 2 4
3089 720 2 808 " 3‘2 4 1 1 2 2 4 -
32 1 208 9 707 39 085 2 4 5 2 1 4 1
327 160 878 4 019 1 2 3 2 1 - - & =
3272 ®) ©) (% 1 - - - 1 - - = =
3273 a2 368 20 - 1 2 1 - - - = )
329 1 030 8724 an 1 - i - 4 1 - g
3291 i 1 = f - £ 2 1 - E
3205 or treated g § - i 5 b i 1 o & -
3207 Nmm e ¥ - = 5 L 1 - - -
33 | Primary metal industries 738 5 874 22 529 1 1 1 1 (] 2 -
331 Blast fumace and besic steel Products . ........... 359 - - - 1 2 -
3312 Blast fumaces and steel mills ... - ®) . .(‘D)‘ b :1' & - - 1 - -
3313 El staliurgical p ® ©) g 2 i - - - 2 -
332 iron and stesl 3 - 1 1 1 - -
3321 Gray ‘8 B g’) 3 - 1 1 1 - -
333““ ®) 1 - 9 - 1 - -
® 8 g 1 - - & 1 - -
S04 ®) (1»} © 1 - - - & 1 - -
3% ) ©) (D) 1 - - - - 1 - -
3365 ®) © o 1 - 2 s s 1 2
e © © 3 1 1 - - 1 - 2
i g)) © ©) 1 - - - - 1 - -
34 1381 8 181 36 482 k14 8 4 ] 9 3 3 1
342 ®) o) © 3 - 1 - 2 - - -
425 ® © © 3 ” ' 5 2 s |osdie 5
e 187 1057 5 700 " 4 1 2 3 1 - L
3441 (B) (D) (©) 4 1 - 1 2 - - -
3443 123 659 4 004 5 1 1 1 1 1 - -
348 61 276 1114 4 - 1 2 1 - - 2
3489 61 278 1114 4 - 1 2 1 - - -
347 381 2222 9 958 8 1 1 2 1 1 2 - &
3471 (€) D) g 5 - 1 1 1 - 2 b T =
3479 (1] ©) 3 1 - 1 - 1 - - >
349 Misc. tab metal p 5 ((»)) 8 3 - 2 - 1 1 1 - b
i industial vaives ... g ©) 2 1 - - - - - 1 s 3
Misc. fabricated PrOGUCES ..cceeecncccnse 1 - - Py % 1 - - -
3499 Fatricated metal products, n.e.c. 8 s - - 2 - -1 ) R & 5

Empioyment-size clasess are indicated as follows: A—0 10 19; B-20 i » s i i © 5.900;
i '°°000dmx-zmounmL-w.ooo:u,mu-imm«m””c 100 10 248; €~ 250 10 488; F—500 10 999; G—1,000 10 2.400; H—2,500 10 4,0009; |— 5,000
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Table 2. Counties—Employees, Payroll, and Establishments, by Industry: 1991—Con.

[Exch most go ploy empioyess, and seif-empioyed Size cless 1 1 4 includes establishments having but no employeses mid-March pay period.
(D) denotes figures withheld 1o avoid dis g data for indivich gwummmuﬂmm with other data, see text. ) >
Shimbecial Payroll ($1,000) Totsl Number of estabik by empioy aze class
SIC Industry empioysss number
code for week of 100| 250| 500| 1,000
mn-! estabiah- 1w| Sto| 10| 20| S0w® 0 to to or
March 12 | First quarter Annual | ments 4 ® 19 a9 90| 2490| 499| 999| more
ONEIDA —Con.
i ol 18 080 121 782 41 97 208 102 4 © 3 = 17 12 4 2
20 | Food and kindred prod 549 2833 11 083 31 18 4 4 3 2 2 - - -
201 pr 122 384 990 [ 2 2 - - - 1 - - -
2011 Meat packing plants ... oeeeeano. © o © 4 2 1 - - - 1 - - -
%‘ D::m::ﬂ 18 1 251) 5 163 ; 3 1 1 g 1 - - - -
2028 Fiuse maic | DA © 8) 8; s s 1 7 5 3 = - % 3
205 Exgdoary 94 263 117 8 4 1 2 - 1 - - - -
2051 &Jz-?m related products ... ®) ()] ©) s 2 - 2 - 1 E — & 5
B | BE B W S S e 2
22 | Textie mil prod ® © ©) 4 1 - - 2 - 1 - - -
22 Miscellansous textile Qoods - = -, 1 - 1 2 % -
2208 Tire cord and fabrics 58 % 8 f 3 2 - % = 1 " 3
23 | Apparel and other 4l ProduUCtS ...oooooo oo .. 886 2222 9 837 (] 2 2 1 - 1 - 2 - -
231 Men's and boys' suts and CORES «.neeeeeee.o... ® (1> o 1 - - - - - - 1 - -
239 © 1)) ] 2 1 - - 1 - 1 - -
e 33 © © 2 b - - - 1 2 1 B .
24 348 1.484 7 081 26 14 4 4 2 1 1 - - -
242 [ 3 2 - - 1 - - - -
2421 Sewmilis and L g % 8 e a 2 = = 1 -y . . %
243 Milwork, plywood and structural members ... 11} 488 2 230 8 2 - 1 2 - - ” - ~
245 Wood bulldings and moblle homes ............. 2 1 - = n L 1 S 2 .
2451 |  Moblle homes 8 4 b4 : : : - e R £
25 |F and ® 767 3 784 15 761 [ 3 1 1 2 - 1 1 - -
- o (] 3 - 1 - - 1 1 - -
M1 Wood housshold Aemitre .................... g 8 © 5 2 > 1 = - 1 1 o -
26 | Paper and alled products ........ocooeeeoeooooo.. 428 25N 10 217 5 - 1 - 1 2 1 - - -
285 containers and boxes ... St 3 i) L s = Py 1 - o 4
26853 m and solid fiber boxes ..o 8 8 3 % = “ - 2 1 = - -
27 | Printing and publishing 1395 S 483 23 981 4 15 14 [} 2 4 2 2 B -
an ™ 1 908 9 350 (] 1 3 - - 1 1 2 - -
273 ©
2732 2 - 1 - - - 1 - - <
© g 8 1 - - 5 % = 1 < - .
275 419 2 424 10 370 25 8 ] 4 1 3 &
2752 267 1 421 6 368 16 H 7 2 = 2{vn i N L E
2759 182 1003 4 002 9 3 2 2 1 1 = = & E
279
© 5 2 - 2 1 - - - - -
s 4 B © s 2 - 2 1 " S G -
* 124 285 1385 7 4 1 " 1 1 = - - -
287
o) (1] 1 - - - - 1 - - -
e g‘ ©) ©) 1 - - - - 3 - - - -
::e 123 478 2 088 7 3 1 1 A REER b = v =
Miscelianeous plastics products, n.e.c. 19 a8 2039 5 1 1 1 2 - - - - =
3088 Plastics products, N.6.C. «eeeeeemmennnnomoooon ®) ©) © 4 1 1 1 1 = = = - =
::7 Stone, ciay, and glass prock 258 1233 6 275 16 s 4 3 3 A - - - -
Concrete, gypsum, and plaster products ..___ e = ¥ 3 5 =
72| Gt age o 8 B 2R 2 B 1ol el o
Ready-mixed concrets ..______ 1 508 2 s e 2 1 2 = - = & 4
g1 Misc. nonmetaliic mineral Products ............... g; 8’, g : £ - - - : - - E 3
2943 23 034 89 400 17 2 3 1 1 3 3 1 3 -
1 1 > e 2 ! S = r
g g g g : 3 : : : : . : -
1 - = = = 1 25 - = =
1 - - - - - 1 - - -
© © © 1 - - - - ! i # 3 i
2250| 18138 63 084 7 1 - - ! 1} ala oalge ¥ E
g = = a - . 1 = "
£ B BF 8 & G| - s o
- o 1 - - 1 - ud s
g g Cal & ool TR -
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Printing and Publishing

An improved economy, coupled with gains in advertising
expenditures, should raise shipments of the U.S. printing and
publishing industry to $177 billion in 1994, an increase of

nearly 2 percent over 1993 in constant dollars.
I mately 60,000 firms and between 1 million and 2
million employees, remains shadowed by the afteref-
fects of the 1990-91 recession. With two-thirds of the
industry’s shipments tied to advertising, a buoyant economy is
required to end the gradual erosion of the print media’s share of
total U.S. advertising expenditures. Rising levels of business
and consumer confidence should expand advertising budgets in
1994, and increase the number of advertising pages in the
nation’s newspapers and magazines.
Before reading this chapter, please see “Getting the Most Out
of Outlook *94” on page 1. It will answer questions you may

he U.S. printing and publishing industry, with approxi-

have concemning data collection procedures, factors affecting
trade data, forecasting methodology, the use of constant dollars,
the difference between industry and product data, sources and
references, and the Standard Industrial Classification (SIC)
system. For a discussion of topics related to this chapter, see
chapters 10 (Paper and Allied Products), 25 (Information
Services), 29 (Telecommunications Services), 34 (Other Con-
sumer Nondurables), 36 (Household Consumer Durables), 37
(Personal Consumer Durables), and 39 (Retailing).

Printers and publishers serve the nation’s communication
needs, supplying an array of printed products ranging from alma-
nacs to yearbooks. The industry’s cost pressures have led to
product specialization in an effort to achieve economies of scale.
The 1990-91 recession had a severe impact on industry invest-
ment, with estimated 1992-93 capital expenditures 10 to 15 per-
cent below the 1990 peak of $5.8 billion. Capital investment
programs focus on increasing plant efficiencies, and have re-
sulted in lowering the ratio of production workers to total em-
ployment to 53 percent in 1993 from 65 percent in 1973.

Trends and Forecasts: Printing and Publishing (SIC 27)

(in millions of doltars except as noted)
Percent Change (1989-1994)

Item 1987 1988 1989 1990 1991 1982' 1983' 19942 §8-89 89-90 90-91 91-92 92-93 93-94

industry Dats ;
Value of shipments3 . ......... 136,196 143907 149912 157,080 156,685 159503 166,194 176638 42 48 -02 18 42 63
2711 Newspapers . .......... 31,850 34,146 34642 33702 34,545 JeN.. 1 15 .27 25 39 54
2721 Periodicals ............ 17329 18612 19,787 20397 20345 21667 22772 24368 63 31 03 65 51 70
2731 Book publishing ........ 12620 13571 14074 15318 16598 17425 18730 20320 37 88 83 50 75 85
2732 Book printing . ......... 3256 3568 3839 4132 4140 4235 4435 4700 77 78 02 23 47 60
2741 Misc publistung . ........ 7810 8154 8021 8875 9762 10395 11,175 12290 -1.6 106 100 65 75 100

Commercial printing . . . . . . 44788 47460 50312 52904 51,948 51,115 55800 60 52 -18 -16 29 61
zmw% : 7397 7781 7553 7808 7234 6872 6735 6688 -29 34 -74 50 -20 -0
2771 Greeting cards ......... 2911 3082 3449 3721 3810 4060 4435 4834 119 79 24 68 90 90
2782 Biankbooks & binders 2904 3058 3058 3186 3243 3325 3475 3665 00 42 18 25 45 55
2789 Bookbinding . .......... 1176 1218 1240 1363 1328 1305 135 130 18 99 -26 -17 15 26
21 T i IR 1,784 1920 1,776 195 1813 1,725 1680 1685 -75 102 -74 49 -26 03
2796 services . ... . . 2559 2657 2758 2764 2825 2945 3120 38 38 02 22 42 59
Value of shipments (19878) 136,196 136941 135281 136,044 130577 129508 130,880 133378 -12 06 40 -08 11 19
2711 Newspapers ........... 31850 30859 30031 28653 26,126 25348 25,19 25221 -27 46 -88 -30 -06 Of
2721 Periodicals ............ 17329 17525 17449 16815 15735 16018 16194 16517 04 -36 -64 18 11 20
2731 Book pudlishing ........ 12620 12803 12455 12872 13341 13675 14085 14610 -27 33 36 25 30 37
2732 Book printing .......... 3256 3409 3480 3647 3554 3540 3610 3720 21 48 -15 -15 20 30
2741 Misc publishng . ........ 7810 7707 7246 7670 7975 8195 8500 8840 -60 59 40 28 37 ;g
275 Commercial printing . ... . . 44788 45065 48653 47,782 46120 45437 48378 47651 13 24 35 15 21 2
2761 mm% 7397 7218 6728 6971 6470 6224 5775 548 -68 36 -72 38 -72 50
2771 Greeting cards ......... 2911 2885 3138 3241 3151 317 3214 3278 87 33 -28 08 12 20
2782 Blankbooks & binders 2904 2929 2716 274 2609 255 2585 2645 -7.3 01 -39 -21 16 19
2789 Bookbinding ........... 1176 1175 1155 1241 1181 1,145 1,135 1,140 -1.7 74 -48 -30 -09 04
2791 Typesetting ... ......... 1,784 1864 1675 1831 16668 155 1495 1470 -104 93 -90 -67 -39 -7

Platemaking services . . . . . 2373 2501 2559 2607 2600 2640 2705 280 23 19 -03 15 25 3§
IEstimate. o
2Forecast. ‘gmceu,s, : Bureau of the Census; Intemational
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Demand for printed products is determined by a number of
factors, including general economic activity, disposable per-
sonal income, advertising expenditures, business formations
and transactions, and appropriations for schools, libraries and
institutions. The United States is the world’s largest market for
printed products and a favorable set of demographic factors
over the period 1993-98 should reinforce this preeminent
position. The U.S. population should reach 270 million in 1998,
an increase of more than 12 million over 1993. The number of
U.S. households should expand to 101 million in 1998, a gain of
almost 5 million from 1993. School enroliments—elementary,
secondary and college—should expand by close to 5 million, to
68 million in 1998, from 63 million in 1993.

Growing competition from the electronic media and a squeeze
on leisure time are forcing U.S. printers and publishers to reap-
praise their traditional markets. Printed products originally is-
sued as books, directories, newsletters, and reference materials
increasingly appear in the form of audio books, laser disks, com-
pact disks, software, facsimile, and on-line information. To date,
these electronic products supplement rather than supplant de-
mand for printed products, but inroads by these electronic media
should become more evident by the close of the decade. Gains by
the electronic media are well perceived by leading U.S. printers,
several of whom have established facilities to produce electronic
materials such as compact disks for their publishing customers.

ENVIRONMENTAL PROFILE

Meeting environmental challenges is affecting the cost
structures of both printers and publishers. Printers’ concems
with toxins, carcinogens, and volatile organic compounds
(VOCs) have led to increased use of alcohol-free fountain
solutions, water-based inks, and solvent-less developers and
finishers. More use of recycled paper and greater care in the
disposal of materials now classified as hazardous result in
higher printing production costs. Publishers’ environmental
issues center on the nation’s dwindling space for landfills.
Greater use of recycled paper throughout the printed product
spectrum, coupled with growing legislative efforts to separate
more printed products for recycling purposes from the stream
of consumer waste, add to publishers’ costs.

INTERNATIONAL COMPETITIVENESS

Since the United States is the world’s largest market for
printed products, most U.S. printers and publishers have at best

a peripheral interest in international trade. Yet the United States -

is the second largest exporter of printed products (exceeded
only by Germany), with 1993 shipments of slightly more than
$4 billion. Major markets for U.S. printed product exports are
Canada, the United Kingdom, Japan, and Mexico, with
combined purchases accounting for two-thirds of the total.
Approximately 60 percent of U.S. printed product exports
consist of books and periodicals, but a wide variety of other
items, including greeting cards, catalogs, labels, posters, decals,
_ playing cards, calendars, and other trade advertising materials
contribute to export markets totaling $1.6 billion in 1993.
Imports of printed products reached $2.2 billion in 1993,
with combined shipments from Canada, the United Kingdom,
Hong Kong, and Germany representing approximately 54
percent of the total. Shipments of books constituted 46 percent
of all U.S. printed product imports in 1993, with some U.S.
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U.S. Trade Patterns in 1992

Printing and Publishing
Sic 27
{in millions of dollars, percent)
Exports Imports
Value  Share Value Share
Canada and Mexico 1,940 50.8 Canada and Mexico 473 226
European Community 794 20.7 European Community 695 332
Japan 295 7.7 Japan 173 83
East Asia NICs 203 53 East Asia NICs 633 302
South America 94 24 South America 32 15
Other 57 132 || Other &
World Total 3,833 100.0 World Total 2,033 100.0
Top Five Countries
Value  Share Value Share
Canada 1,721 49 Canada 3% 189
Unitad Kingdom 408 10.6 United Kingdom 302 144
Japan 295 7.7 || HongKong 251 120
Mexico 219 5.7 || Japan 173 83
Australia 187 49 || Singapore 120 5.7

&Wmmwdwwmmmmmgowngs.
SOURCE: U.S. Department of Commerce: Bureau of the Census; intemational rade

publishers contracting with Pacific Rim or Mediterranean
suppliers who offer attractive pricing.

The next five years should provide significant opportunities
for those U.S. printers and publishers seeking an international
presence. Successful conclusion of the North American Free

* Trade Agreement (NAFTA) and the Uruguay Round of the

General Agreement on Tariffs and Trade (GATT) will reduce or
eliminate trade barriers to exports of U.S. printed products and
strengthen protection of international copyrights. By addres-
sing the information requirements of global markets—and
assisted by the dominance of English as the world’s language of
commerce and the professions—the U.S. printing and publish-
ing industry should dominate in providing information services
to an increasingly international clientele.—William S. Lofquist,
Office of Consumer Goods (202) 482-0379, September | 993.

NEWSPAPERS

Although newspaper industry receipts coritinued to show 2
loss in constant-dollar terms in 1993, they fell at a slower rate
than in the past five years, declining less than 1 percent from
1992. Receipts totaled about $35.9 billion.

First-quarter 1993 newspaper advertising was on a strong up-
ward swing, but slowed by the second quarter. For the year,
newspaper advertising revenues were expected to show a gain 9f
3 to 4 percent, coupled with a slight loss in advertising pages. Still
uncertain about the economy and their employment prospects,
consumers spent more cautiously in 1993. With local retail mar-
kets soft in many areas of the country, businesses, especially large
retail chains and supermarkets, held back on their advertising. In
addition, newspapers’ classified advertising (employment, real
estate, and auto) recovered at a slower pace in 1993 than newspa-
per publishers anticipated earlier in the year. While both local
retail and classified newspaper advertising receipts showed some
gain in 1993, national advertising receipts continued to drop.

Circulation revenue gains were largely due to increases in
newsstand and subscription prices. Total newspaper circulation
remained nearly flat in 1993, although moming and Sunday
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circulation gained slightly as evening circulation continued to
decline.

Newspapers are dealing with more complex market trends on
the local and national levels.Increasingly, newspapers have had
to compete for advertising dollars and audience with direct-
mail operations, cable television, community-based shepper
newspapers, radio, local television, Yellow Pages, and weekly
newspapers. Not only have newspapers’ competitors been
changing, but community demographics, local retail markets,
and households have changed as well.

Despite these challenges, newspapers have remained profit-
able, although profits have dropped in recent years. Lower-
than-expected prices for newsprint, cost-cutting measures, and
higher advertising rates have helped many newspapers to
remain profitable, but sharp newsprint price hikes in 1993 were
expected to weaken earnings. Publishers focused on reversing
readership declines and developing more aggressive marketing
strategies to attract advertising. Many developed new zoned
products and publications to attract readers and advertisers.

Momentum Builds, Then Slows For Advertising
Revenues

According to the Newspaper Association of America
(NAA), newspaper advertising spending was expected to rise 3
to 4 percent in 1993, after increasing about 1 percent in 1992,
and plunging more than 5 percent in 1991. First-quarter 1993
expenditures for advertising rose 5 percent from the same
period in 1992. Local retail advertising spending for the first
quarter was up more than 5 percent from the previous year, and
classified advertising spending grew nearly 6 percent during the
same period. National advertising spending in newspapers
during the first quarter declined about 1 percent, compared with
the first quarter of 1992. First-quarter figures for local retail and
national advertising failed to reach the growth levels forecast
earlier in the year. For the rest of 1993, total newspaper
advertising spending was forecast to show slower growth.
Newspaper advertising pages were expected to be flat or down
about 1 percent. Newspaper advertising rates were up an
estimated 4 to 5 percent in 1993.

Local retail and classified advertising experienced stronger
recovery in regional markets where the local economy was
healthier—the South, Southwest, and Midwest. Newspapers in

Figure 24-1

Media Advertising: Direct Mail

Gains as Newspapers' Share Erodes
Percent
30
28 - ~
26 / 3
24 | Newspapers
22 —
20 - Direct Mail i

7z

181 \/,--_/’ —
16 B e el il
14 ! ] | ! ] ] s i

1982 83 84 8 86 87 88 89 90 91 92

SOURCE: McCann—Ericison.

the East and West experienced slower, more gradual advertising
growth. Some publishers, including The New York Times
Company and Times Mirror Company, still showed declines in
classified advertising early in the year.

Newspapers’ share of total media advertising expenditures
continued to shrink in 1993. Their share has dropped from
almost 27 percent in 1982 to slightly more than 23 percent in
1992. Over the decade, direct-mail marketers have been the
main beneficiaries of these advertising losses for newspapers.
Direct-mail’s share of total media advertising climbed from
more than 15 percent in 1982 to more than 19 percent in 1992.
Newspapers remain heavily dependent on advertising revenues.
According to 1991 Census data, daily newspapers received

Trends and Forecasts: Newspapers (SIC 2711)

(in milions of doliars except as noted)
: Percent Change (1989-1994)
ltem 1967 1988 1989 1990 1991  1982' 19832 1994 88-89 89-90 90-91 91-92 92-93 93-34
Industry
Value of shipments® . ......... 31850 32927 34,148 34642 33702 34545 35892 3783 37 15 -27 25 39 54
Value of shipments (19878) 31,850 30859 30,031 28653 26,128 25348 25196 25221 -27 46 -88 -30 -06 01
Total empioyment (000) ... .... 434 432 31 “43 428 421 422 42¢ -02 28 34 -186 02 05
Production workers (000) ... ... 148 148 147 149 145 143 142 143 07 14 27 -14 -07 07
Average hourly eamings 138 1142 1182 1237 1227 1258 1287 1325 35 47 -08 25 23 30
al expendtures .. ....... 1523 1631 1985 1,888 1,538 - - - 217 50 -85 - — —
Val ?mslwn«msm ] e N T
ue of shipmentsS . .. ... .... 30495 31461 32457 32818 31,860 32657 33931 35763 32 11 - ! { i
Value of shipments (19878) . 30495 20485 28548 27,144 24698 23963 23819 : 32 49 90 -30 -06 01
Trade Data
Value of imports ............ to — 981 620 483 534 481 519 — -355 -21 106 -99 79
Valueofexports ............ - — 286 377 380 301 277 285 — 318 08 -208 -80 29
'Estimate, except exports and imports. mnofmummummmmmmmum

3
maumwmwwmnumm
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about 76 percent of their total receipts from advertising;
weeklies obtained about 71 percent from this source. Over the
past few years, advertising’s contribution to total newspaper
receipts for both dailies and weeklies has dropped slightly.

Circulation Remains Stagnant

While total newspaper circulation was expected to show al-
most no gain in 1993, circulation revenues rose between 3 and 4
percent. According to the Audit Bureau of Circulation, two-
thirds of the top 100 U.S. newspapers reported some daily cir-
culation gains for the six months ended March 31, 1993.
Newspapers showing circulation increases of 5 percent or more
from a year earlier were USA Today, the Baitimore Sun, the
Denver Post and Investors Daily. Newspapers attributed their
circulation growth to public interest in the Presidential campaign
and the new Administration, aggressive marketing efforts, and
the death of several competing dailies. However, most daily
newspapers have failed to keep up with household growth.

Among the factors accounting for stagnant newspaper circula-
tion over the past several years has been the sluggish economy,
which led some readers to curtail purchases of their daily news-
papers and put several sizable newspapers out of business. In
1992 there were 1,570 daily newspapers with a total circulation
of just over 60 million, compared with 1,586 dailies in 1991 with
a circulation of almost 61 million. Sunday circulation totaled
more than 62 million in 1992, an increase of about 400,000 from
1991. The Dallas Times Herald, the Tulsa Tribune, the Spokane
Chronicle, the Pittsburgh Press, and the San Antonio Light were
among the dailies that folded in the past few years. The debt-rid-
den New York Post briefly suspended publication in July 1993.

Circulation losses also occurred as newspapers raised news-
stand and subscription prices sharply to compensate for sagging
advertising revenues. The NAA reported that daily newspapers
charged an average of $0.35 for a copy in 1992, compared with
$0.32 in 1991 and $0.31 in 1990. In 1992, 809 dailies charged
$0.35 for a single copy, compared with 779 in 1991.

U.S. weekly newspapers have fared somewhat better than
dailies. Their number dropped from 7,417 in 1992 to 7,406 in
1993, as average weekly circulation climbed from more than 54
million in 1992 to more than 55 million in 1993. A number of
dailies switched to weekly publication, accounting for some of
the circulation gain.

Industry Structure and Operations

Newspaper chains owned 76 percent of the U.S. dailies in
1992. These 132 chains produced 79 percent of weekday news-
paper circulation. Many of these companies are small, with total
daily circulation below 50,000. The biggest acquisition of 1993
was the New York Times Company’s purchase of the Boston
Globe from Affiliated Publications for about $1.1 billion.

The total number of newspapers dropped by 16 between
1991 and 1992 due to shutdowns, mergers of morning-evening
combinations, and conversions to weekly publication. Over the

“decade, the number of dailies has dropped by 141. Many
metropolitan areas that once supported two competing newspa-
pers now have only one major paper.

Employment in the industry fell about 2 percent in 1992 to
421,000 and was expected to show little change in 1993.
Production workers accounted for about 34 percent of total
employment in 1993, compared with 37 percent a decade
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U.S. Trade Patterns in 1992

Newspapers
SIC 2711
(in miions of dollars, percent)
Exports Imports
3 Value  Share Value Share
Canada and Mexico 18 53.2 Canada and Mexico 4 828
European Community 1 37.0 EuropeanCommunty 9  18.0
Japan 0 0.2 Japan 0 0.2
East Asia NICs 0 12 East Asia NICs 0 0.2
South America 1 2.2 South America 0 0.1
Other 2 62| Oter o o8
World Total 30 100.0 World Total 53 100.0
Top Five Countries
Value  Share Value Share
United Kingdom 10 ;;; M 32 733
10 exico .

i 2 6.1 France 3 6.0
Australia 1 3.0 ltaly 3 5.5
Netherlands 1 1.7 Untted Kingdom 2 34

See the Most Out of Outiook ‘94 for definitions of the country groupings.
SOURCE: U.S. Department of Commerce: Bureau of the Census; intemational Trade
At

earlier. Some employment losses resulted from companies’

cost-cutting measures and technological displacement.
According to Veronis Suhler and Associates, a New York

investment banking firm specializing in the communications

industry, the newspaper industry has remained one of the most

profitable media, even during the recent recessionary period,
although the industry’s profit margins have declined by about
one-third over the past five years. Morton Research, in its
Newspaper Newsletter, reported that the newspaper businesses
of publicly held companies achieved average operating profit
margins of better than 13 percent in 1991, which was one of the
most difficult years for newspapers since World War II.
Newspaper closings helped to improve the profit pictures for
some competing papers. Escalating newsprint prices were
expected to have a smaller impact on profitability in 1993 than
earlier anticipated.

NAA reported that capital expenditures for U.S. newspapers
dropped about 27 percent over 1991, the lowest level of
spending since 1984. It projected that expenditures would
rebound in 1993, rising an estimated 16 percent.

ENVIRONMENTAL PROFILE

Proposed national recycling legislation, which would require
large newspaper companies to use Government-mandated
levels of recycled newsprint, failed to be enacted in 1992 and by
1993 Congress showed even less interest in the issue. Presstime
magazine reports that in 26 states and the District of Columbia,
state government regulators and newspaper officials have
instituted voluntary or mandatory agreements on increasing the
recycled content of newsprint.

Newspapers have one of the best recycling records of any
U.S. industry. According to NAA, 55 percent of old newspa-
pers, totaling some 7 million metric tons, were recycled in
1992, compared with 35 percent in 1988.

INTERNATIONAL COMPETITIVENESS

Since most U.S. newspapers serve local markets, newspaper
exports remain small. Newspapers exported in 1993 totaled $28

U.S. Industrial Outlook 1994—Printing and Publishing



million, down 8 percent from 1992. Canada received 47 percent
of the total in 1992, the United Kingdom accounted for 33
percent, and Mexico took 6 percent.

While still few in number, some U.S. newspaper companies
have-2xpanded their business interests to international markets.
Both USA Today and the Wall Street Journal have considerable
distribution overseas. Several U.S¢ publishers have launched
papers abroad through joint ventures. The Washington Post and
the New York Times, together with Whitney Communications,
have published the International Herald Tribune for more than
25 years. More than 200,000 copies of the /HT are now printed
daily by facsimile transmission at 11 printing sites and
distributed in more than 160 countries. Recently the New York
Times and Moscow News jointly launched the New York Times
News in Review, a Russian-language edition of the Times; the
Hearst Corporation and the Russian newspaper /zvestia joined
in publishing We/Mbl.

Newspaper imports amounted to $48 million in 1993, falling 10
percent from 1992. Canada supplied 73 percent of U.S. newspaper
imports, Mexico provided 10 percent, and France, 6 percent.

Outlook for 1994

Newspaper industry receipts in constant dollars are expected
to grow less than 1 percent in 1994. The industry’s steady
recovery depends on a healthier economy generally and
improving consumer confidence. Expanding employment,
together with increasing retail, automotive, and real estate
sales, would boost retail and classified advertising receipts. If
economic gains occur in most regions of the nation, newspaper
advertising revenues could grow 5 to 6 percent.

Only Sunday newspaper circulation will likely see any gain
in 1994. Circulation revenues are expected to grow by at least 5
percent. Consumers may continue to purchase fewer papers
because of increases in subscription and newsstand prices over
the past few years. The smaller gains in real disposable personal
income and personal consumption expenditures forecast for
1994 may cause consumers to modify their purchases of
discretionary items, including newspapers. A range of new
products, appealing to both readers and advertisers, such as
telephone voice-mail information services, could help boost
newspaper revenues slightly in 1994.

The two principal expenses for newspapers, labor and
newsprint, are expected to show only moderate increases. If
demand for newsprint is stronger than expected, prices could
rise sharply. Postal rate hikes are not expected before 1995.

Long-Term Prospects

Over the next five years, newspaper industry receipts are
forecast to grow at an average yearly rate of 1 to 2 percent in
constant dollars. This forecast depends on moderate economic
and advertising growth. It is also based on increasing consumer
confidence and a moderate rise in both real disposable personal

income and personal consumption expenditures.

During this period, the industry will focus more attention on
becoming an information services provider for targeted audi-
ences than on remaining a print media business for mass
audiences. A diverse group of customers by age, gender,
ethnicity and other factors will require newspapers to consider
information products in a range of formats tailored to their
customers’ interests. Rather than countering the impact of their
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competitors, more and more newspapers will work with them to
provide electronic information services to the public.

According to a market study by consultants Clark, Martire &
Bartolomeo, Inc. of Englewood Cliffs, New Jersey, newspapers
are beleaguered on three fronts: “struggling to maintain readers,
pressured by advertisers, and squeezed by competing advertis-
ing media.” The report states that U.S. newspaper circulation
will shrink further by the year 2000, and that even after
investing in new products and services, newspaper profits will
decline. The report goes on to say that too few newspapers seem
willing to do what is necessary to insure future success, namely,
invest more in promotion and product development—and even
accept lower advertising prices and profits—to reverse their
long-term market erosion.

While newspapers will remain a medium for a mass
audience, they will have to rely more on targeted newspaper
sections and publications, database marketing, and electronic
services to provide information for readers and audiences for
advertisers. They will pay closer attention to the marketplace to
learn the preferences and needs of readers and advertisers.
Using database marketing, newspapers will store and manipu-
late information on households and business establishments
and produce lists of prospective customers for targeted
newspaper products. Advertisers will benefit from database
marketing since it allows newspapers to deliver specific
advertising information to small groups based on demographic
and lifestyle data.

Over the next several years, the newspaper industry will

. work to market itself more effectively. It will address reader-

ship declines (readers as a percent of total adult population)
especially among younger persons, negative perceptions of
newspapers on the part of advertisers and advertising agencies,
and obstacles to purchasing newspaper advertising. A report of
a survey in Presstime magazine indicates that each successive
generation is less likely to read newspapers as frequently as the
prior generation. According to the study, readers’ perceptions
of newspapers as a useful medium significantly affect advertis-
ers’ perception of newspapers as an effective advertising
medium. Newspapers will have to develop circalation strate-
gies and editorial products to appeal to various age groups to
boost circulation and target audiences advertisers want to reach.
In addition, newspapers will have to do more targeting of ethnic
and racial groups, the elderly, women, and other demographic
and lifestyle markets. In particular, Hispanics and aging baby
boomers represent growing segments of the consumer market
that newspapers will actively pursue for their advertisers over
the next 10 years.

Simmons Market Research Bureau reports that while about
63 percent of adults 18 and older read one or more newspapers
on an average weekday, newspaper daily adult readership has
fallen from nearly 81 percent in the early 1960’s. In 1992,
persons aged 55 to 64 had the highest newspaper readership (72
percent), while the lowest readership (54 percent) was among
young adults, aged 18 to 24. With a broad range of leisure
pursuits competing for Americans’ time and a wide range of
media wanting to provide the public with entertainment and
information, newspapers will have to become more valuable
information sources in such areas as health and fitness, money
management, parenting and family activities, entertainment,
and lifestyle trends. Some papers have attracted new readers by
offering additional information on various topics in electronic
as well as new print forms.
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Large retailers and national advertisers should find it easier
to purchase advertising from newspapers as electronic data
interchange systems become available for handling advertising
transactions via computer. To make it easier for national
advertisers to purchase advertising in a number of newspapers
at the same time, newspapers will soon offer a “one-order/one-
bill” newspaper advertising network °Newspapers should also
attract more advertising when they begin producing and
distributing special newspaper sections for delivery only to
households that subscribe to them. Other targeted advertising
strategies will include selective delivery of advertising inserts
to counter direct-mail’s continuing threat.

Although some newspapers are joining with telephone and
cable companies to create new electronic products, many still
view these communication businesses as. formidable competi-
tors vying with newspapers for readers’ and advertisers’ time
and money. Over the next few years, newspapers increasingly
will form alliances with other media, including television,
cable, and phone companies. They will do so even as they
continue to support legislation restricting the regional Bell
companies from providing electronic information services over
their own telephone lines.

At the same time, newspapers will assess their own role in the
electronic communications networks more carefully as tele-
phone and cable television companies increase their ability to
send huge amounts of information through these networks.
Newspapers’ ability to gather, analyze, and report the news
places the medium in a strategic position to provide valuable
information content for distribution in an electronic format.
Much of the information in their databases can already be
accessed electronically. The Hearst Corporation, the Los
Angeles Times, and Advance Publications, Inc., among others,
are exploring electronic communication technologies and
opportunities through their own organizations or with other
companies. Newspapers will become more involved in media/
communications alliances on a global level as they seek
additional revenues in the international advertising market.
—Rose Marie Zummo Bratland, Office of Consumer Goods
(202) 482-0380, July 1993. .
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PERIODICALS

Periodical advertising continued to recover in 1993, but at 2
slower-than-expected pace. After experiencing an upswing in
1992, the industry expected to see strong growth throughout
1993. Nagging uncertainty about the nation’s economic recov-
ery kept advertisers from substantially increasing their advertis-
ing budgets for magazines. Circulation was expected to be flat
for the year or down slightly. Magazine industry receipts totaled
$22.8 billion, up slightly more than 1 percent in constant dollars
from 1992.

Advertising in consumer periodicals during the first half of
1993 recorded its strongest first-half gains in revenue and
advertising pages since 1989. However, after a sharp gain in
advertising pages during the first quarter, advertising pages
were flat for consumer magazines during the second quarter.

Trends and Forecasts: Periodicals (SIC 2721)

(in miilions of dollars except as noted)
Percent Change (1989-1994)

item 1967 1988 1980 1990 1991  1992! 19932 19943 §8-89 89-90 90-91 91-92 92-93 93-94
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Product Data 30

of shipmentsS . ......... 16492 17664 18748 19256 19424 20473 21517 2302 61 27 09 54 51 !
Value of shipments (19678) 16492 16632 16533 15874 15022 15292 15460 15769 -06 40 -54 18 11 20
Trade Data 8

Value of imports .. .......... - — 140 12 121 136 163 179 — -129 -08 124 199 O
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4valub of all products and services sold by establishments in the periodicals industry.
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Advertising gains for the business press were also more
impressive early in the year but slowed during the second
quarter. Advertisers were cautious in their advertising spending
because of lower-than-expected consumer purchasing and their
own uneasiness about the health of the economy.

Competition from television, special advertising promotions,
and direct mail-became more intense as publishers vied for
shrinking advertising dollars. Magazines continued to fight
their image as a secondary advertising medium by offering
advertisers targeted markets for their products through a
growing number of special-interest publications and ancillary
products.

Industry cost-cutting measures. implemented during the
recession were expected to boost profit gains during 1993. Over
the year, publishers focused on the effectiveness of magazine
advertising, the profitability of circulation, and on the growing
importance of pleasing their readers. In addition, publishers
directed their attention to recycling issues and state and Federal
tax proposals affecting magazines.

Advertising Recovery Slows

After experiencing their strongest first quarter in eight years,
consumer magazines’ advertising growth halted in the second
quarter. Publishers Information Bureau reported that for the
first quarter, advertising pages rose about 6 percent and
advertising receipts climbed about 12 percent from the first-
quarter 1992 level. During the first seven months of 1993,
advertising pages were up nearly 2 percent from the same
period in 1992, and advertising revenues increased about 6
percent, reflecting the slowdown in growth during the second
quarter and advertising page and revenue declines in July. In
many instances, large advertisers reconsidered their advertising
commitments to magazines and canceled or cut back their
scheduled advertising on short notice as business growth
slowed. Publishers resorted to advertising rate discounting and
special offers to attract advertisers. For the year, advertising
pages grew 1 to 2 percent, and advertising receipts rose 5 to 6
percent. Consumer magazine groups recording the most growth
in advertising revenues in 1992 included woman/fashion/ser-
vice, outdoor and sports, national business titles, and computer
magazines. In 1993, advertising recovery for magazines was
spotty; some magazines in special-interest segments did well
while others in the same group recorded declines.

Most of the top 10 consumer magazine advertising categories

recorded revenue gains during the first half of 1993. Categories
showing the largest increases were drugs/remedies, direct-response

companies, business/consumer services, and toiletries/cosmetics.
Computer/office equipment/stationery and cigarettes/tobacco expe-
rienced substantial declines.

Business and professional magazines as a group saw no
growth in advertising pages in 1992, and very little overall
growth in pages was likely in 1993. International Business
Communication’s 1994 Business Press Qutlook projected an 8
to 9 percent gain in advertising revenues in 1993, based on the
250 business publications tracked. American Business Press,
the major trade association for business publishers, expected
advertising revenues to rise about 4 percent in 1993. Advertis-
ing recovery for business publications groups was mixed, with
some sectors performing very well, and others doing poorly.
Groups that did well included computers, electronics, telecom-
munications, and long-term health care. Those performing
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poorly included aviation and acrospace, advertising and
marketing, and construction-related publications.

From 1982 to 1992, advertising’s share of total magazine
receipts have declined slightly for both consumer magazines
and the business press. In 1982, advertising accounted for 55
percent of total consumer magazine receipts. By 1992 it had
fallen to 51 percent. Over the same decade, advertising receipts
for business and professional publications dropped from 63
percent of total receipts to 60 percent. A growing number of
business and professional magazines have gone from controlled
circulation (sent free to industry executives and professionals)
to paid circulation as advertising revenues have become more
difficult to obtain. As their advertising receipts have become
more unpredictable, consumer magazines have looked more to
increasing circulation revenues.

Circulation Declines

Economic uncertainty, weak consumer confidence, and
modest gains in real disposable personal income took their toll
on consumer magazine circulation in 1992 and 1993. Although
a record number of new magazines were started in 1992,
magazine suspensions increased in a number of magazine
groups in 1992 and 1993.

Audit Bureau of Circulation (ABC) data for 1992 reported
that for the 570 consumer magazines tracked, total circulation
fell for a second consecGtive year. Annual combined circulation
per issue for single-copy and subscription circulation each
declined by about 1 million. Single-copy circulation totaled
about 71 million per issue, while subscriptions numbered about
292 million per issue for consumer magazines. This was the
first time since 1976 that subscription circulation fell for these
ABC-audited magazines, although in 1991 subscription cir-
culation was virtually unchanged from the previous year.

Newsstand magazines accounted for 20 percent of total
consumer magazine circulation in 1991, but for 31 percent of
total magazine circulation revenues; subscription represented
80 percent of circulation and 69 percent of circulation receipts.

Over the past decade, publishers have charged higher cover
prices for newsstand editions of their publications than for
subscriptions and have also increased rates on newsstand prices
more rapidly. However, higher magazine cover prices in recent
years have led to declining newsstand sales as consumers
became more cautious in their purchasing. In the past few years,
publishers have resisted increasing magazine cover prices but
have attempted to make subscription sales more profitable.
According to ABC data on the 50 leading magazines’ cost to
readers, the average single-copy price of a magazine rose from
$2.65 in 1990 to $2.67 in 1992, an increase of less than 1
percent. By comparison, the average subscription price rose 2
percent, going from $27.11 in 1990 to $27.77 in 1992. During
the 1987-90 period the average yearly single-copy price
climbed 20 percent, as the average yearly subscription price
increased 11 percent.

Changing Industry Profile

The Gale Directory of Publications listed 11,143 US.
periodicals (consumer, farm, and business) for 1992, 96 fewer
than in 1991. The Consumer & Farm Magazines publication of
Standard Rate and Data Service reported a total of 2,318
consumer and farm publications in 1992, 42 more thanin 1992.
According to Samir Husni’s Guide to New Consumer Maga-
zines, a record 679 new magazine titles were launched in 1992,
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an increase of 126 over 1991. The largest number of startups
were erotica and life-style/service magazines, but health, food,
and children’s publications also recorded strong gains. Many of
the new magazines were special issues and one-time publica-
tions, Esquire launched two special issues in 1992, Esquire
Gentleman and Esquire Sportsman. In early 1993, Scientific
American published Scientific American Medicine, a one-time
newsstand publication.

Magazines targeted to the baby boomers or their children, the
so-called baby boomlets, were successful launches even during
the recent recession. Hot magazine groups in the last five years
have been children and teen magazines, which have doubled in
number. New titles include The Simpsons, Disney Adventures,
and American Girl. Spinoffs from established magazines have
been popular, with such titles as Discover for Kids, Money for
Kids, and Field & Stream Jr. Personal finance titles for the
boomers have also done well. New launches, Smart Money and
Worth, were aimed at this group.

A number of magazines targeted age or demographic sectors
of the population by publishing a number of special editions.
Several parenting magazines, including Child and American
Baby, offered editions tailored to the age of a reader’s child.
Other recent publications targeted to a niche market include
Emerge, a newsweekly for Black Americans, The Senior
Golfer, targeted at aging baby boomers, and Skiing for Women.

Several prominent consumer and trade publications ceased to
publish in 1993 as cautious advertisers, declining readership,
and saturated magazine sectors made the survival of some
magazines increasingly difficult. Conde Nast Publications’
folding of HG (House & Garden), a 92-year old home
magazine, sent shock waves through the magazine industry.
Univision publications suspended Mas, a general interest,
Spanish-language lifestyle magazine with controlled circula-
tion of 630,000. Among business journals, the 120-year old
Home Improvement Center folded, as did MagazineWeek, the
only weekly trade title serving the magazine industry. Ziff-
Davis, a computer publishing giant, closed both Corporate
Computing and PC Sources.

Acquisition activity in 1993 focused on Conde Nast Publica-
tions’ $170 million purchase of Knapp Communications Corp.,
publisher of Bon Appetit and Architectural Digest, giving
Conde Nast a dominant position in the home decor and
epicurean markets. This followed an announcement late ‘in
1992 that Time Inc. would form a joint venture with American
Express Publishing to manage several of AmEx’s magazines,
including Travel & Leisure and Food & Wine. Rather than
acquiring properties, publishers focused on redesigning their
publications, creating spinoff magazines and other products,
including fax and videotext editions.

Employment and Production Costs

After a three-year period of downsizing to improve effi-
ciency and cut cost, many magazine publishing companies
began hiring in 1993. Publishers sought employees who could
perform a number of jobs because of lean hiring budgets. Total
employment rose about 1 percent to an estimated 109,000. The
number of production workers was about 19,300, slightly less
than in 1992.

Overall production and distribution costs rose moderately in
1993. Magazine publishers expected some publication grades
of paper to rise as much as 9 percent during 1993, but

24-8

anticipated no increases in ink prices. No postal rate increases
took effect, but Congress passed legislation that would phase in
higher postal rates for nonprofit magazines over a five-year
period.

ENVIRONMENTAL PROFILE

Recycling has become an important issue. A few publishers
have switched to coated recycled paper for their magazines,
while others are gradually converting. Still others have no plans
to use paper with recycled content. Many publishers are aware
that the magazine industry must initiate a voluntary recycling
program to keep Congress from enacting mandatory recycling
requirements for the industry. Some major publishers are still
reluctant to consider using recycled paper because of its higher
cost, lower quality, and limited availability. Publishers are
beginning to realize that they need to demand more recycled
paper before paper producers will begin producing more and
better quality recycled paper.

Although the Environmental Protection Agency (EPA) has
not proposed any mandatory requirements for printing and
writing papers, the agency revised its guidelines for Govern-
ment procurement of recycled paper in 1993. This was of
concern to publishers since any guidelines the EPA sets are
likely to become the industry’s standards.

According to one industry estimate, U.S. output of recycled
printing and writing paper is 6 percent of tGtal production, about
the same level as 15 years ago. Folio Magazine reports that
about 80 percent, or about 6 million tons, of high- grade printing
and writing paper is disposed of in landfills annually.

INTERNATIONAL COMPETITIVENESS

Export growth slowed for U.S. magazines in 1993. Exports
totaled an estimated $768 million, a gain of about 5 percent
from 1992. Between 1989 and 1992, U.S. periodical exports
grew at an average annual rate of 18 percent. The principal
markets for U.S. magazines in 1992 were Canada (74 percent),
the United Kingdom (7 percent), and Mexico (5 percent). While
U.S. exports to Canada rose at an average yearly rate of 16

U.S. Trade Patterns in 1992
Periodicals
SIC 2721
(in milions of dokars, percent)
Exports : imports

Value  Share Value Share
CanadaandMexico 573 783 || CanadaandMexico 83 611
European Community 95 130 || EuropeanCommunty 38 266
Japan 8 1.1 || Japan B =62
East Asia NICs 9 13 || EastAsiaNiCs 4357230
South America 1 16 || South America 3 219
o 35 48 || Oter 2 13
World Total 731 1000 || World Total 136 100.0

Top Five Countries

Value  Share Value Share
Canada 538 736 || Canada : 78 576
United Kingdom 52 7.1 || United Kingdom 20 148
Mexico 35 47 || Japan 8 62
Nethertands 2 31 || Spain Bistei 3
France 13 18 || Mexco § 0 38
See the Most Out of Outiook ‘94" for definitions of the country Qroup

SOURCE: U.S. Department of Commerce: Bureau of the Census; Intemational rade
Administration.
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percent between 1989 and 1992, they dropped 1 percent in 1992
from their 1991 level. U.S. exports to Mexico, France, the
United Kingdom, the Netherlands, and Bermuda recorded
strong growth between 1989 and 1992. Most of these markets
showed average annual growth rates of more than 25 percent
during this period. Over the past few years, softness in the
economies of many industrializé8 countries curtailed discre-
tionary consumer purchases of items such as magazines.
International distributors expect magazine sales to show
substantial growth as global economic activity improves.

Some magazine publishers have found that with their
revenues declining at home, they must seek readers abroad.
More of them are exploring international markets not only in
Europe but in Latin America, the Middle East, Africa, and Asia.
Recently, Rodale Press, publisher of Runner’s World, and
General Media International, publisher of Longevity, launched
South African editions of their publications through joint
ventures. Ms. magazine began distributing in the United
Kingdom, Australia, and New Zealand. National Geographic
and Time are exploring the feasibility of launching Japanese-
language editions of their magazines. Hearst Corporation has
joined with Televisa S.A. of Mexico to have more of its titles
translated into Spanish-language editions for the Latin Ameri-
can market. Currently, Spanish-language editions of Hearst’s
Cosmopolitan, Harper's Bazaar, Popular Mechanics, and
Good Housekeeping are distributed in Latin America. A
Canadian edition of Sport [llustrated, launched in 1993,
encountered protests from Canadian magazine publishers.
Under new Canadian government regulations, U.S. companies
will have to obtain government approval for future Canadian
editions of their magazines. For nearly 30 years, the Canadian
government has imposed a number of restrictions on foreign
magazines doing business in Canada.

U.S. publishers have been more cautious in approaching the
Eastern European market, although a growing number of
European publishers have sought business and investment
opportunities in this area. These foreign publishers believe the
market offers fast growth potential. The printing and publishing
sector in Eastern Europe is in need of technical assistance forits
publishing, printing, and distribution operations. Those foreign
companies providing assistance are most likely to gain a strong
foothold. Reader’s Digest is planning to launch a Czech edition,
and recently Playboy started a Polish edition.

Opportunities for U.S. magazine publishers in the world
market continue to grow. Many U.S. publications are special-
interest titles which are not available in other countries. The
United States is the only country worldwide with a sufficiently
large, affluent, and educated population to support a large
number of special-interest titles. These titles appeal to a small
segment of a country’s population, and in most countries the
population statistics do not support narrowly focused maga-
zines. In addition, since English is widely read and spoken
abroad, the language barrier does not greatly impede American
magazine sales overseas. Ron Scott, a magazine industry
consultant, notes in Folio Magazine that for many smaller U.S.
special-interest magazines, international newsstand distribu-
tion offers an opportunity to sell a sizable number of copies and
establish a presence in the international market.

U.S. imports of magazines climbed an estimated 20 percent
in 1993, to about $163 million. Major suppliers in 1992 were
Canada (58 percent), the United Kingdom (15 percent), and
Japan (6 percent.)
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Outlook for 1994

Publishers expect 1994 to be a better year for magazine
advertising and circulation as economic activity picks up.
Projected growth in Gross Domestic Product (GDP) and
corporate profits should encourage companies to increase their
advertising budgets. If advertisers and consumers are more
confident about the economy in 1994, U.S. magazine industry
receipts could rise 2 to 3 percent in constant dollars. Advertis-
ing pages will likely increase modestly for consumer and
business and professional publications, in the range of 2to 4
percent, while circulation for both magazine groups will
probably be flat or up less than 1 percent.

Even though real disposable personal income is expected to
grow at a slightly slower rate than in 1993, increasing consumer
confidence could produce more stability in magazine circula-
tion than has existed over the past few years. With so many new
titles, the shakeout of weaker titles could continue in 1994,
especially in the absence of strong advertising growth.

Major costs, such as for printing, paper, and ink, should in-
crease an average of 2 to 3 percent in 1994, unless demand rises
sharply. No postal rate increases are expected before early 1995.

Long-Term Prospects

Magazine publishers will work harder over the next five
years to maintain their share of media advertising and hold on
to valuable readers. With an increasing array of media choices
available to advertisers and a growing number of leisure-time
options open to consumers, magazine publishers will have to be

" more responsive to the needs of both groups. Publishers will

provide a broader range of information services to readers and
advertisers in various media formats, rather than focus only on
magazines as the sole advertising medium for their customers.
If GDP and advertising grow at a moderate rate over the next
five years, the magazine industry should increase its receipts at
an average annual rate of 1 to 2 percent in constant dollars.

Narrowly targeted magazines will gain more favor among
advertisers in the next few years, since more readers are being
attracted to publications that mirror their lifestyles and inter-
ests. While circulation for these publications is generally small.
advertisers are finding these publications give them a better
opportunity to reach consumers interested in their products.
The editorial content of more and more magazines will be
aimed at reaching specific age or demographic groups.
Publishers will concentrate on providing higher quality edito-
rial content for their special-interest publications by offering
selective sections in their magazines or supplemental editorial
content geared to the specific needs and interests of readers.
These selective editorial options for readers not only add more
editorial value to a magazine but also give advertisers added
value for their advertising dollars. Selective binding techniques
that permit publishers to create a number of customized
editorial editions of a single issue of a magazine will become
more commonplace over the next few years.

Publishers also will make greater use of their own subscriber
databases in developing information profiles of their readers
that both they and advertisers can use to market a wide range of
other products. Magazines that are best able to identify their
readers, the interests of these readers, and advertisers who
desire to reach this audience will have an advantage over other
magazine and media competitors. Increasingly, magazine
publishers will have to demonstrate to advertisers how maga-
zine advertising fits into advertisers’ overall marketing plans.
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A growing number of magazines will produce new products in
numerous formats and pursue cross-media ventures as they seek
new sources of revenues. They will make available database
programs on CD-ROM and computer software and through on-
line services. They also will provide more programming for ra-
dio, television, and cable and make their editorial materials
available on tape and video. More publishers will explore pub-
lishing their magazines in an electronic format. Jay Melvin of the
Magazine Publishers Association reports in his Newsletter of
International Publishing that two related trends, the growing
technical capability of information and entertainment providers
and the growing consumer use of new technologies, are provid-
ing the momentum for new publishing opportunities. These
trends are making it possible for magazines to deliver personal-
ized services that enhance a publisher’s relationship with both the
reader and media user. In addition, publishers will provide a more
direct and responsive link between advertisers and their prospec-
tive customers. More publishers will become involved in custom
publishing projects with companies wanting to publish their own
magazine titles for consumers of their products. IBM’s Profit and
Beyond Computing are being published in a partnership arrange-
ment with the New York Times Company; Gruner + Jahr USA is
producing Target the Family for Target Stores.

Particular age, ethnic, and lifestyle groups will be the focus
of many special-interest publications as publishers and adver-
tisers become more interested in reaching these groups.
Children, senior citizens, and baby boomers are among the age
groups that will be targeted. Hispanics, Asian Americans, and
African Americans will also receive considerable attention,
since marketing to these groups can be more effective if
presented in a cultural context. More publications geared to
families, teenagers, sports enthusiasts, hobbyists, and other
lifestyle groups will emerge over the next few years.

A growing number of publishers of special-interest maga-
zines will consider overseas distribution for their publications.
Joint ventures with foreign partners will be the major vehicle of
investment abroad for publishers since they offer more
profitability, although licensing arrangements will continue as
an option. Publishers will invest not only in business opportuni-
ties abroad that promote their U.S. titles, but will invest in new
or existing foreign titles distributed abroad. Acquisitions and
mergers, such as the recent megamerger of Elsevier of the
Netherlands, the world’s largest business-to business magazine
publisher, and British-based Reed International, the eighth-
largest media company, will increase as publishing companies
seek to strengthen their position in the global market—Rose

Marie Zummo Bratland, Office of Consumer Goods (202) .

482-0380, August 1993.
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Folio: The Magazine for Magazine Management, Cowles Business Media. 6
River Bend. P.O. Box 4949, Stamford, CT 06907-0949, Telephone: (203)
358-9900.

IBC's American Business Press Outlook. Intemational Business Communica-
tions, PO. Box 43134, Upper Montclair, NJ 07043. Telephone (201)
783-1567.

Magazine and Bookseller, North American Publishing Co., 545 Madison
Avenue, New York, NY 10022, Telephone: (212) 620-7335.

MagazineWeek, Lighthouse Communication, Inc., 233 West Central St.
Natick, MA 01760, Telephone:(508) 650-1001 (Ceased publication as of
June 1993).

Patterson Advertising Reports, Suite 118, 778 Frontage St Northfield, IL
60093, Telephone (708) 446-9233.

Sumir Husni's Guide to New Magazines, Department of Journalism, University
of Mississippi, P.O. Box 2906, University, MS 38677.

BOOK PUBLISHING

Growth in consumer demand lifted shipments of the U.S.
book publishing industry (SIC 2731) to $18.7 billion in 1993,
an inflation-adjusted gain of 3 percent over 1992. Sales of trade
books—works of fiction or nonfiction sold through book-
stores—increased by an estimated 10 percent in nominal dollars
in 1993 over 1992, matching 1992’s growth of trade book sales
over 1991. Improved funding levels at U.S. schools and
libraries raised demand for elementary and high school
textbooks, as well as technical, scientific, and professional
books. Exports of U.S. books grew modestly in 1993, a
reflection of weak economic conditions in Canada and the
European Community.

Employment in book publishing receded slightly in 1993, the
result of the industry’s continued cost-cutting efforts. Approxi-
mately 76,000 persons held book publishing positions in 1993,
a decline of 800 jobs from 1992 and a drop of 1,300 positions
from the 1991 employment peak of 77,300. Most job losses
occurred in marketing, administrative, and editorial positions,
but production workers also experienced some cutbacks.

Publisher’s profit margins improved in 1993, the result of
stable payroll and manufacturing costs, as well as from
efficiencies achieved in marketing and distributing a .la_rg_er
volume of printed products. Merger and acquisition activities
by book publishers were minimal in 1993, reflecting publish-
ers’ disinclination to absorb higher debt levels.

Emerging Trends in Marketing and Distribution

A series of trends, barely out of gestation, is becoming
critical to publishers’ success in the 1990’s. They include the'
large-store concept of retailing, the marketing of publishers
materials in nonprint media, and international protection of
U.S. copyrights.

Book retailing in the 1970’s was characterized by growth of
U.S. chain bookstore operations in concert with the develop-
ment of shopping malls. Traffic in bookstores in the 1980’s was
enhanced by the spread of discounting. In the 1990's. the
superstore concept of book retailing is one of the driving forces
behind double-digit growth of trade books in the period
1992-93. Generally situated near large shopping centers,

U.S. Industrial Outiook 1994—Printing and Publishing



superstores maintain large inventories of anywhere from
30,000 to 80,000 titles, and employ generaily well-informed
sales personnel. They present a competitive threat primarily to
those mall-based chain stores with small book inventories and
less well-iniormed staffs. By providing space for more books,
superstores expand audiences for titles released by small to
medium sized publishers whose books nify not otherwise find
a broad retail market.

The mass acceptance of audio books, beginning in the late
1980’s, has encouraged publishers to seek additional markets
for products released in nonprint formats. The initial focus is on
supplying database and informational materials on CD-ROM
disks, designed for sale to institutional and library markets.
Publishers of encyclopedias and reference books have been the
first to tap opportunities in the electronic marketplace, but
virtually all publishers are seeking entry points to a thus far
elusive audience. Until CD-ROM equipment becomes either
more affordable or housed within personal computers, reaching
U.S. households and educational markets will remain on the
periphery of most publishers’ marketing plans.

U.S. copyright law was revised and enhanced in the 1970’s,
and the application of its principles was carried to international
markets in the 1980’s. By the early 1990’s, a rapidly growing
number of U.S. publishers was becoming cognizant of foreign
markets for U.S. books and the protection afforded by
international copyright. Direct exports account for 10 percent
of the book publishing industry’s sales, but the fastest growing
segment of the international market is U.S. royalties derived

from the sale of rights and translations. Foreign payments to .

U.S. publishers from royaity transactions were placed in the
range of $300 million to $500 million in 1993, values that could
double by the close of the decade.

Changing Markets for U.S. Books

Total sales of U.S. books approached $17.2 billion in 1993,
with shipments spread among consumer, educational, business,
and institutional markets. Factors influencing U.S. book
demand include general economic conditions; disposable
personal income; educational enrollments, funding levels and
attainment; professional and occupational employment; and
institutional and library funding. With approximately 50,000
new books or editions published annually, the industry’s

products defy simple classification. Ranked by market share,
the categories consist of textbooks (27 percent), trade books (2!
percent), technical, scientific, and professional books (21
percent), book club and mail-order publications (10 percent),
mass market paperbound books (8 percent), and all other books
(13 percent).

Enroliment gains at U.S. schools and colleges pushed
textbook sales to $4.7 billion in 1993, but most of the increase
in sales resulted from higher textbook prices. The nation's
elementary and secondary schools drew 800,000 new students
in 1993, while the matriculation level at U.S. colleges and
universities increased by 150,000. Textbooks are the largest and
generally most profitable sector of the U.S. publishing industry,
but a gradual movement of more nonprint materials into the
nation’s classrooms could undermine the role of textbooks in
the learning process.

Markets for adult and juvenile trade books totaled $3.6
billion in 1993, supported by an increase in U.S. retail outlets
and stores with more square footage. Price discounting, author
recognition, and disposable income influence demand for trade
books, and a growing number of stores are building traffic by
specializing in books covering selected subject categories. The
nation’s 20,000 retail bookstores are employing computerized
order and inventory systems to better serve the book buying
public and to increase store profitability. Books sold through
retail warehouse operations focus on sales of the most popular
titles and currently account for just 3 percent of total shipments,
but their importance rests on bringing books to an audience not
predisposed toward book buying.

Publishers of technical, scientific, and professional books
recorded shipments of $3.6 billion in 1993, an increase of 10
percent in nominal dollars over 1992. Sales gains were
supported by increases in library funding and growth in the
number of persons employed in technical and professional
occupations. Exports of U.S. technical, scientific, and profes-
sional books saw minimal growth in 1993, with stagnant
economies in the EC and Japan limiting foreign demand.

Combined sales of book club books and mail-order publica-
tions approached $1.7 billion in 1993, with price increases
lifting shipments fractionally above 1992. Growth in the
number of U.S. retail book outlets provides stiff competition to
book club and mail-order houses, but tight cost controls have

Trends and Forecasts: Book Publishing (SIC 2731)

(in milions of doliars except as noted) .
Percent Change (1989-1994)
ftem 1967 1988 1989 1990 1991  1982! 19932 19943 88-89 89-90 90-91 91-82 92-33 93-94
Industry Data
Value of shipments* . . ........ 12620 13571 14074 15318 16596 17425 18730 20320 37 88 83 50 75 85
Value of shipments (19675) 12620 12803 12455 12872 13341 13675 14085 14610 -27 33 36 25 30 37
Total employment (000) ....... 70.1 702 739 735 3 768 76.0 770 53 05 52 -06 ~-10 13
Production workers (000) ...... 159 165 171 173 171 176 173 175 98 12 o9 29 1) - 12
Average hourly eamings ($) 1067 1076 1156 1168 1272 1304 1330 74 510 B9 25 20 ¢ —
......... 240 302 319 329 33 - - B T T
Product Data
Value of shipmentsS . . ........ 1,630 12156 12081 14267 15215 15975 17175 18635 68 99 66 50 75 85
Value of shipments (19878) . 11630 11468 11487 11989 12230 12535 12910 13385 02 44 20 25 30 38
Trade Data
Value of imports ............ = = 746 845 878 990 1020 1075 — 133 39 128 30 54
Valueof exports ............ = — 1123 1428 1498 163 169 1775 — 272 49 92 33 S50

mwaamuMmmmenmmum

U.S. Industrial Outlook 1994—Printing and Publishing

‘SValue of products ciassified in the book publishing industy produced by all indus-

SOURCE: U.S. Department of Commerce: Bureau of the Census; inlemational
Tmmmdon(m) Estimates and forecasts by ITA.
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Figure 24-2

Mass Markst
Paperbound
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*  $3.4Billion Books
16%

'Includes adult and juvenile books soid through retail outlets.

helped these firms maintain an attractive profit range even in
the face of slightly lower volume. Postage is a critical cost
element that should remain stable through 1994.

Shipments of mass market paperbound books totaled $1.4
billion in 1993, with gains over 1992 resulting essentially from
higher prices rather than increases in units sold. Publishers
reach the broad U.S. audience for low-cost books by reprinting
hardcover bestsellers and engaging in original publishing under
such theme subjects as mysteries, romance, military, and
Westerns. Constraints on leisure time and growth of television
viewing have limited growth of the mass book market, and little
relief from these conditions appears in the offing.

An additional $2.2 billion in publishers’ shipments in 1993
were spread among an array of book categories, including
religious, music, university press, and reference books. These
are addressed to a variety of markets, some broadly based and
others highly focused. Growth of the U.S. religious community

Table 1: Top 10 U.S. Book Publishers, 1992

_Sales

Company (million $)
PRSI PUBIINING ... i 5l i o s sans wmiae s $1,524
RondersDIgont . .: i o v iiiey oneoidc vineseilos navene 1,407
TIBEWERE ... i v oo s v s oo S i B a9 e 1,137
FPRNCOMHOUIS . . . . iiovos v divivmn oo mibtviie sbinsvneoniknies 1,097
979

900

867

793

7

680

Mass Market
Paperbound
Books

Tra_de and Technical Books Gain Market Share

Book Club and
Mail Order
Publications
10%
1994
$18.6 Billion

Zncludes encyciopedias, reference books, religious books, music books, university press, and other books.

SOURCE: U.S. Department of Commerce, Bureau of the Census. 1994 values estimated by Intemational Trade Administration.

has spurred demand for books with spiritual themes. Music
publishing has a small but stable market, with price increases
accounting for most of its growth. University press publishers
benefitted from increased library funding in 1993, but expect
future expansion to come from shipments of their materials in
CD-ROM formats. Publishers of reference works have moved
heavily into electronic publishing, using both CD-ROM and
computer software to expand markets for their products.

INTERNATIONAL COMPETITIVENESS

Foreign markets for U.S. books showed little growth in 1993,
with U.S. exports of $1.7 billion just 3 percent ahead of exports
for 1992. Continued weakness in the economies of Canada,
Japan, Australia, and most EC countries restrained demand_ for
U.S. books. An exception to this general trend was the !Jmted
Kingdom, which accounted for U.S. book purchases estimated
at $250 million in 1993, an increase of 10 percent over 1992.

International demand for U.S. books is a function of
exchange rates, fluency with the English language, educational
and occupational levels, and interest in the American expern-
ence. Combined shipments of U.S. textbooks and technical,
scientific, and professional books account for 50 percent of
U.S. book exports, reaching foreign college, university, library,
and institutional markets in more than 120 countries. Exports of
U.S. adult and juvenile trade books exceeded $500 million in
1993, but many U.S. publishers capture foreign markets for
these books through the sale of rights and translations rather
than direct exports.

Unlike their European colleagues, U.S. book publishers have
not made significant investments abroad. The large Bnnst}.
Dutch, French, and German presence in the U.S. book market 1S
not matched by an American presence overseas. While the
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U.S. Trade Patterns in 1992
Book Publishing

SIC 2731
(in millions of dollars, percent)
Exports Imports
Value  Share Value Share
Canada and Mexico 753 48.0 Canada and Mexico 111 11.2
European Community 391 239 European Community 408  41.0
Japan 90 55 || Japan 2 92
East Asia NICs 9 6.1 East Asia NICs k4] 324
South America 37 23 South America 2 22
Ottr %5 162 || Otver 3 40
Worid Total 1,636 100.0 lorid Total 930 100.0
Top Five Countries
Value  Share Value Share
Canada 702 429 United Kingdom 208 208
United Kingdom 228 140 || HongKong 187 189
Australia 12 15 Japan k73 9.2
Japan 90 55 Singapore 8 9.0
Germany 51 3.1 || Canada 88 87

Seg ing the Most Out of Outiook 94" for definitions of the country -
SOURCE: U.S. Department of Commerce: Bureau of the Census; intemational

United States is the world’s largest book exporter, U.S.
investment in foreign publishing operations has lagged for the
past decade, the result of unfavorable exchange rates and a
perception of generally unattractive market conditions overseas.

Book imports by U.S. purchasers totaled $1 billion in 1993,
a 3 percent gain from 1992. Imports of trade books dominate the
U.S. market for foreign works, with combined shipments of
textbooks and technical, scientific, and professional books
representing about 23 percent of the U.S. import total. The
weak U.S. dollar discourages imports, but 1993 book shipments
from Germany exceeded $75 million, a 75 percent increase
over 1992. The leading suppliers of books to the U.S. are
Canada, Germany, Hong Kong, Japan, Singapore, and the
United Kingdom, whose combined shipments in 1993 repre-
sented 75 percent of total U.S. imports.

Outlook for 1994

An improved economy should lift shipments of the U.S. book
publishing industry to $20.3 billion in 1994, a 4 percent increase
over 1993. Growth in U.S. economic activity should yield more

revenues to fund schools and libraries and enlarge these vital mar- -

kets for U.S. textbooks, reference, and university press books, as
well as for technical, scientific, and professional books. Approxi-
mately 1 million new students should enter U.S. elementary and
secondary schools in 1994, but enroliments at the nation’s colleges
and universities should remain unchanged from 1993.

Sales of adult and juvenile trade books should benefit from
higher U.S. disposable personal income in 1994, and from
continued expansion in the number of retail book outlets.
Markets for book club and mail-order publications should
remain unchanged in 1994, though competition with retail
outlets should intensify. Expanding sales of religious books is
largely dependent on membership trends in organized religious
bodies, with modest gains anticipated in 1994.

Employment in book publishing should increase to 77,000 in
1994, a gain of 1,.0_00, primarily in editorial, marketing and
administrative positions. While payroll costs will increase in

U.S. Industrial Outiook 1994—Printing and Publishing

1994, competition among publishers’ suppliers should hold
typesetting and other manufacturing costs—for paper, printing,
and binding—to modest gains over 1993.

Long-Term Prospects

A combination of favorable factors is expected to s@stain
growth in shipments of the U.S. book publishing industry at an
average annual rate of 3.5 percent over the next five years. The
book industry’s output of approximately 50,000 titles per year
should increase in response to growth in the number of retail
book outlets and the square footage allocated for display. An
improved economy should yield more revenues for U.S. schools
and libraries, expanding markets for textbooks, reference works,
and scholarly materials. Book publishers should experience more
merger and acquisition activity in light of the increased capital
requirements necessary to expand positions in traditional book
markets, as well as to enter new markets for nonprint media.

Demographics are critical determinants of U.S. book demand,
and very positive conditions are anticipated over the period
1994-1998. The U.S. population should expand by more than 12
million, with more than 1 million entering the important book
buying group aged 15 to 44. Household formations should in-
crease by S million, reaching 101 million by 1998. Combined
enroliments of elementary and secondary schools should grow
by almost 5 million, with an additional 736,000 students entering
U.S. colleges and universities. The expansion of educational at-
tainment is an important feature of the U.S. population and linked
strongly with U.S. demand for books. High school graduates

" grew from 62 percent of the U.S. population in 1975 to 78 per-

cent in 1990. Over the same period, the proportion of college
graduates increased from 14 percent to 21 percent. These desir-
able trends should continue for the balance of the decade.

Publishers’ revenue streams and cost structures should un-
dergo considerable change in the years immediately ahead. Suc-
cess in capturing larger portions of U.S. educational markets will
require more editorial focus on placing materials on CD-ROM
and other electronic media. Textbooks as the primary instruc-
tional instrument will be increasingly supplemented by nonprint
materials. Library budgets will expand to accommodate CD-
ROM and on-line database operations, to the possible detriment
of publishers’ offering reference and informational materials
only in printed formats. Publishers should expect to find environ-
mental concemns raising their costs of operation. More use of
recycled paper and acid-free paper for library markets will in-
crease costs. Recycling of books, especially mass market paper-
bound books, will become an important issue.

U.S. book publishers will have new incentives to establish a
larger international presence. Successful conclusion of the North
American Free Trade Agreement (NAFTA) should encourage
more trade with Mexico and focus U.S. marketing efforts on
other Latin American countries. Greater international copyright
protection will be afforded U.S. books by completion of the
Uruguay Round of the General Agreement on Tariffs and Trade
(GATT), expanding book markets in Asia, the Middle East, and
Eastern Europe where copyright enforcement provisions require
strengthening. Concluding these trade negotiations should pro-
vide U.S. book publishers with opportunities for expanding di-
rect exports and obtaining more royalties from the sale of foreign
rights and translations. In addition, the negotiations shou}d fur-
ther encourage leading U.S. publishers to consider direct invest-
ment in appropriate foreign markets.—William S. Lofquist, Office
of Consumer Goods (202) 482-0379, September 1993.
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Additional References

(Call the Bureau of the Census at (301) 763—4100 for information on ordering
Census documents)

Newspapers. Periodicals, Books and Miscelianeous Publishing, 1987 Census
of Manufactures, MC87-1-27A. Bureau of the Census, U.S. Department of
Commerce, Washington, DC 20233.

Statistics for Industry Groups and Industries, 1991 Annual Survey of
Manufactures, M91(AS)-1. Bureau of the Census, U.S. Department of
Commerce, Washington, DC 20233.

Value of Product Shipments, 1991 Annual Survey of Manufactures,
M91(AS)-2. Bureau of the Census, U.S. Department of Commerce,
Washington, DC 20233.

Employment and Earnings, Bureau of Labor Statistics, U.S. Department of
Labor, Washington, DC 20212. Telephone: (202) 606-6555.

Producer Price Indexes, Bureau of Labor Statistics, U.S. Department of Labor,
Washington, DC 20212. Telephone: (202) 606-7716.

American Bookseller, American Booksellers Association, Inc., 560 White
Plains Rd., Tarrytown, NY 10591. Telephone: (914) 631-7800.

Book Industry Trends, Book Industry Study Group, Inc., 160 Fifth Ave., New
York, NY 10010. Telephone: (212) 929-1393.

BP Report, SIMBA Information, Inc., P.O. Box 7430, Wilton, CT 06897.
Telephone: (203) 834-0033.

Communications Industry Forecast, Veronis, Suhler & Associates, Inc., 350
Park Ave., New York, NY 10022. Telephone: (212) 935-4990.

CPDA News, Council for Periodical Distributors Association, 60 East 42nd St.,
Suite 2134, New York, NY 10165. Telephone: (212) 818-0234.

Industry Statistics, Association of American Publishers, Inc., 220 East 23rd St.,
New York, NY 10010. Telephone: (212) 689-8920.

Magazine & Bookseller, North American Publishing Co., 322 Eighth Ave.,18th
Floor, New York. NY 10001. Telephone: (212) 620-7330.

Publishing Markets, Cahners Publishing Co., 275 Washington St., Newton,
MA 05158. Telephone: (617) 964-3030.

Publishers Weekly, Cahners Publishing Co., 249 West 17th St,, New York, NY
10011. Telephone: (212) 463-0758.

COMMERCIAL PRINTING

After posting two years of sales declines, shipments of the
U.S. commercial printing industry (SIC 275) rose to $52.6
billion in 1993, an inflation-adjusted increase of 2 percent from
1992. The U.S. economic recovery that began in the final two
quarters of 1993 lifted shipments of catalogs, newspaper
inserts, and direct-mail materials, but failed to revive magazine
advertising, which remained at depressed 1991-92 levels.

Printing industry employment totaled 555,000 in 1993, a
marginal increase over 1992, and was still below the industry’s

peak of 580,000 attained in 1990. The addition of 2,000 printing
production workers came essentially in 1993’s second half, a
response to increased demand for printed products that
stemmed from an improving economy. But the number of
commercial printing establishments fell to an estimated 37,000,
with mergers and plant closings most pronounced among the
industry’s smallest firms—those with fewer than 20 employees.

Commercial printers’ profits improved in 1993 over 1992.
Labor, material, and supply costs remained stable for most of
the year, but paper prices edged lower, reflecting excess
capacity at U.S. mills and continued weakness in paper
demand. Improvements in productivity, the result of more
efficient work-flow systems and equipment utilization, also led
to 1993’s increased profit margins.

Industry’s Transition Brings Challenges

The past decade has brought a series of challenges to the
commercial printing industry, including environmental con-
cemns, new developments in printing technology, and growth in
demand for non-print media. These challenges have focused the
industry’s attention on material and supply requirements,
workforce training needs, and capital expenditure levels.

ENVIRONMENTAL PROFILE

Since the manufacture and sale of printed products involves
the use of air, water, and land, commercial printers are
extremely conscious of their relationship with the environment.
Meseting increased environmental requirements has contributed
ta the higher costs printers pay for materials and supplies: to 45
percent of total costs in 1992 compared with 40 percent in 1972.
Paper made without chlorine or acid and which contains
moderate quantities of recyclable materials costs appreciably
more than ordinary printing paper. Nontoxic printing inks and
printing press fountain solutions, with volatile organic com-
pound levels either reduced or removed, also raise Costs.

Advances in printing technology have changed the industry’s
workforce. The continued automation of the printing process,
through application of computer-related electronics to presses
and other machinery and equipment, reduces the need for
craft-oriented employees, but raises demand for workers with
electronic skills. Training programs in the past were largely
craft-oriented, union-run activities, but today fewer than one

Trends and Forecasts: Commercial Printing (SIC 275)

(in milions of doliars except as noted)
: Percent Change (1989-1994)
ftem 1967 1988 1989 1990 1991  1992' 19932 19943 88-89 89-90 90-91 91-92 92-%3 93-94
industry

Value of shipments® . . ........ 4785 47460 50312 52904 51948 51115 52595 55800 60 52 -18 -16 29 s.;
TS 46065 46653 ATTR2 46129 45437 46376 47651 13 24 35 15 21 2

554 557 569 580 556 553 555 565 22 19 41 05 04 18

401 402 a4 421 401 398 400 409 30 17 -48 -07 0S5 3

993 1001 1034 1047 1075 1091 1110 A oaly AT AT e

2013 1,898 2135 2220 2051 = i B e (R I el

of shipmentsS . . . ....... 43995 46597 49621 52572 51761 50985 52465 55665 65 59 -15 -15 29 6.1
Valve w (19879) 43995 45215 45997 47466 45949 45260 46165 47435 17 32 -32 -15 20 28
Value of imports ............ - — an k<] 420 442 465 POCTIRIRGE Y T | DU | R
............ - - 81 772 1026 1056 160 1275 — -48 329 29 98 99

3Forecast. 7
3 “Value of all products and services sold by establishments in the commercial printing
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SOURCE: U.S. of Commerce: Bureau of the Census, intemational
Trade Administration (ITA). Estimates and forecasts by ITA.

U.S. Industrial Outlook 1994—Printing and Publishing



Figure 24-3
Productivity Gains In
Commercial Printing Employment
Thousands $ (thousands)
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“Estimate by International Trade Administration.
SOURCE: U.S. Department of Commercs, Bureau of the Census.

out of every five employees is represented by organized labor.
Printing managers are seeking persons with broader skills, but
to date have had limited success in attracting qualified
candidates from the nation’s vocational schools.

Growth in U.S. demand for non-print media, including
electronic databases, CD-ROM disks, and audio and video
cassettes, influences the capital investment decisions of U.S.
printers. Printed products designed for mass audiences, such as
catalogs, directories, and direct mail, are increasingly replaced
by products targeted to less populous markets. This requires
printing machinery and equipment with efficient, high-volume
output levels, yet with minimal paper waste and short turn-
around intervals between jobs. Capital expenditure levels
increased in 1993 to an estimated $2.2 billion, slightly higher
than the recessionary level of 1991-92,

Diversity of Printed Products and Markets

The commercial printing industry uses a variety of pro-
cesses—lithography (offset), letterpress, gravure, flexography,
and screen printing—to reach local, regional, national, and
international markets. Product shipments of the nation’s 37,000
printers totaled an estimated $52.5 billion in 1993, a 2 percent
increase over 1992 in constant dollars. Printing by the
lithographic method is by far the dominant process, accounting
for 79 percent of the industry’s shipments. Most U.S. printing
establishments are small (80 percent have fewer than 20
employees) and serve primarily local or regional markets.

Demand for printed products is a function of general
economic activity, personal consumption expenditures, busi-
ness formations and transactions, and advertising expenditures.
Print advertising takes many forms—direct mail, posters,

U.S. Industrial Outlook 1994—Printing and Publishing

newspaper inserts, shopping news—but combined shipments of
$21 billion in 1993 represented 40 percent of the total U.S.
market for printed products. This product sector experienced
virtually no growth over the 1991-92 recession, but rose by 2
percent in 1993 as the economy recovered. More than 90
percent of print advertising materials are manufactured by the
lithographic process.

Revenues from magazme printing totaled $7.4 bxlhon in 1993,
an increase of slightly less than 2 percent from 1992. A downturn
in the number of advertising pages placed in U.S. magazines over
the 1991-92 period was matched by a decline in printing receipts
from this sector. Magazine printing accounts for 14 percent of
total printing shipments, with all but the largest publications
printed by the lithographic process. Gravure printers, with pres-
ses geared to print runs exceeding 1 million copies per issue, have
contracts to print virtually all U.S. comic books and about one-
half of the 20 largest U.S. consumer publications.

Shipments of printed catalogs and directories were marginally
affected by the 1991-92 recession, but surged 3 percent in 1993 to
$6.3 billion. The gradual disappearance of large, mass-audience
catalogs has not had a significantly adverse effect. Such publica-
tions have been replaced by multi-mailings of more sharply fo-
cused catalogs, targeted to receptive, niche markets. Catalog and
directory printing represents 12 percent of total industry ship-
ments, with all but the largest publications printed by lithography.

Markets for label and wrapper printing have surged over the
past decade, primarily the result of U.S. business demand for
printed bar codes to control inventory. Shipments of label and
wrapper printing in 1993 reached $4.2 billion, a gain of 3

- percent over 1992. This sector is dominated by the production

of pressure-sensitive labels printed by flexography. Label and
wrapper printing proved generally resistant to the recession and
accounted for 8 percent of total printing shipments in 1993.

. Printers of financial and legal documents were battered by
the stock market downturn in 1987 and the paucity of
debt/equity offerings in 1991, but shipments in 1993 totaled
$2.1 billion, an increase of more than 3 percent from 1992. This
sector caters to banks, insurance firms, and brokerage houses,
with receipts tied primarily to stock market activity. Significant
consolidation of financial and legal printing firms occurred in
the late 1980’s, with profitability in the 1990’s dependent on
serving national and international clients from geographically
dispersed printing locations.

A diversity of printed products is included in the category “all
other printing,” such as art prints, maps, lottery tickets, decals,

Table 2: Top 10 U.S. Commercial Printers, 1992

Sabos
Company (milion $)
R.R. Donnelly and Sons COMPANY .........ccoveennnnanas $1.§s7g
Quebecor Printing (USA) COrpOraion .. ... ... -...nrnnnne- g
'cw&u?,mm ............................... o
Ringier America, 9 - whrvg asslions Sastin e
Gl W 0 It e 565
Treasure Chest Advertising Company, Inc. .. .......coeennns 536
Sullivan Graphics, INC. . .. ..uovvcereusraccanasonecanas 500
Valassis Commumications, InC.. . ......cooeencencacaneenen 488
SOURCE: Trade & Technology Press.
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U.S. Trade Patterns in 1992
Commercial Printing
SIC 275

(in millons of dollars, percent)

Exports Imports

Value  Share Value Share
Canada and Mexico 423 40.1 Canadaand Mexico 164  37.2
European Community 222 21 European Community 160  36.2
Japan 183 17.3 || Japan 37 8.4
East Asia NICs 67 6.3 East Asia NICs 58 132
South America 28 2.6 South America 1 0.1
Otner 13 126 || Other 2 49
World Total 1,056 1000 || World Total 442 1000

Top Five Countries

Value  Share Value Share
Canada 344 325 Canada 151 341
Japan 183 17.3 || Germany 47 106
United Kingdom 83 79 United Kingdom 42 94
Mexico 79 75 Japan 37 8.4
Germany 47 44 || France 33 7.5

See “Getting the Most Out of Outlook 94" for definitions of the country i
A“SQU..!RCE_: U.S. Department of Commerce: Bureau of the Census; Intemational Trade

calendars, stamps, playing cards, menus and coupons. Total ship-
ments of these items in 1993 approached $11.5 billion, represent-
ing 22 percent of the printing industry’s aggregate receipts.
Although some individual products reach national and interna-
tional markets, most items are printed by small- to medium-sized
firms in response to local or regional needs.

INTERNATIONAL COMPETITIVENESS

Some of the factors critical to success in capturing domestic
markets for printed products, including plant productivity, pro-
duction workers’ wages, and costs of supplies and materials, are
outweighed by geographic proximity and exchange-rate consid-
erations when addressing international markets. In common with
other industrialized nations, the U.S. has both a low ratio of
imports to apparent consumption (1 percent) and a low ratio of
exports to domestic production (2 percent). Given relative geo-
graphic accessibility and a favorable exchange rate, penetrating
foreign markets for printed products depends on transportation
costs, time constraints, trade barriers, and service availability.

Foreign markets for products of the U.S. commercial printing
industry have expanded steadily since 1990, with exports in 1993
approaching $1.2 billion. International demand for U.S. printing is
split three ways: financial, legal, and security materials; trade ad-
vertising items, including catalogs and posters; and all other prod-
ucts, including decals, labels, playing cards, pictorial, and other
items. Canada is by far the major market for U.S. printing, ac-
counting for one-third of total exports, but combined shipments to
Japan, the United Kingdom, Mexico, and Germany also represent
one-third of total U.S. printed product exports.

Imports of printed products by the U.S. consist primarily of
trade advertising materials, including tourist literature, posters,
catalogs, and pictorial matter. The principal source is Canada,
which accounts for 40 percent of the total, with combined
shipments from Germany, the United Kingdom, and Japan
representing another 25 percent. The United States imported
printed products valued at $465 million in 1993, an increase of
slightly more than 5 percent over 1992 in nominal dollars.
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Outlook for 1994

Demand for products of the U.S. commercial printing
industry is expected to reach $55.7 billion in 1994, an
inflation-adjusted gain of 3 percent over 1993. Recovery from
the recession should support higher levels of advertising
spending by U.S. business, a strong determinant of printers’
fortunes.

An improved economy should raise demand for virtually all
printed products, but some sectors are expected to advance
faster than others. New Food and Drug Administration
food-labeling rules should increase shipments of label-printing
firms. Greater expansion of U.S. businesses into international
markets should aid printers of financial and legal materials.

The printing industry’s cost structure is expected to change in
1994. Continued excess capacity at U.S. paper mills should
inhibit price increases in this critical commodity, but prices of
other items, such as ink, film, plates, and chemicals should rise
in line with an improved economy. Recent changes in the tax
code should support a higher level of capital expenditures in
1994, as printers seek to improve plant productivity. Higher
postage rates are not anticipated in 1994, which should help
printers of catalogs and direct-mail materials.

Employment in commercial printing should increase in
1994, with about 10,000 workers expected to be added to the
industry’s payrolls. Most of these new employees will be
production workers; only a small increase is anticipated in the
number of sales or administrative personnel. Even with
moderate employment gains, the total number of employees

(565,000 in 1994) will likely remain below the peak level of

580,000 attained in 1990.

Long-Term Prospects

As the economy continues to strengthen, commercial print-
ers should find shipments increasing at an average annual rate
of 3 percent through 1998 in constant dollars. Since advertising
expenditures represent two-thirds of the industry’s receipts, 2
return to higher levels of economic growth and improved
business and consumer confidence are critical to the industry’s
long-term prospects.

Commercial printers’ costs, held in check in the early 1990's
as a result of the recession, are expected to rise during the
balance of the decade. Hiring and training a more electronically
oriented workforce will pit the industry against other manufac-
turing firms in competition for the best employees in what 1s
anticipated to be a shrinking U.S. labor pool. As U.S. mills
work off excess paper supply, paper prices should firm but
essentially stabilize in response to competitive pressures from
paper sources offshore. Anticipated postal rate increases during
the period 1995-96 will add to the costs of printing and
distributing catalogs and direct-mail materials. But the indus-
try’s largest cost increases are expected to come from meeting
more stringent environmental standards. Greater expenditures
for waste management, such as collecting and recycling pnme.d
products, will be added to already substantial expenses for air
and water pollution control.

Printers’ rising costs through 1998 should be miligatgd by
growth in demand for printed products. The U.S. population 1s
forecast to increase by more than 12 million over the period
1993-98, thus enlarging the industry’s markets. Approximately
5 million new U.S. households should be formed over 'thls
period, creating new markets for print advertising materials,
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including magazines, catalogs, and direct mail. An estimated 2
million new U.S. businesses will start up between 1994 and
1998, expanding demand for tags, decals, labels, and financial/
legal materials, as well as for an array of advertising items.

The proliferation of print worldwide provides challenging
opportunities to the U.S. printing industry. Joint ventures,
licensing arrangements, direct investment, and exports should
become increasingly familiar options to U.S. printers pursuing
international markets. Anticipated completion of both NAFTA
and GATT will underscore the need for U.S. participation in
foreign markets if the industry is to play a vital role in the giobal
information community. The growing dissemination of in-
formation in nonprint formats will require all the resources of
the U.S. commercial printing industry—the world’s largest—
to remain competitive in an increasingly electronic world.
—William S. Lofquist, Office of Consumer Goods (202)
482-0379, September 1993.

Additional References

(Call the Bureau of the Census at (301) 763-4100 for information on ordering
Census documents) :

Commercial Printing and Manifold Business Forms, 1987 Census of Manufac-
tures, MC87-1-27B. Bureau of the Census, U.S. Department of Commerce,
Washington, DC 20233.

Statistics for Industry Groups and Industries, 1991 Annual Survey of
Manufactures, M91(AS)-1. Bureau of the Census, U.S. Department of
Commerce, Washington, DC 20233.

Value of Product Shipmemts, 1991 Annual Survey of Manufactures,
M91(AS)-2. Bureau of the Census, U.S. Department of Commerce,
Washington, DC 20233.

Employment and Earnings, Bureau of Labor Statistics, U.S. Department of
Labor, Washington, DC 20212. Telephone: (202) 606-6555.
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Industrial Production and Capacity Utilization, SIC 274-6.8,9, Job Printing.
Industrial Output Section, Mail Stop #82, Division of Research and
Statistics, Board of Governors of the Federal Reserve System. Washington,
DC 20551. Telephone: (202) 452-2570.

Producer Price Indexes, Bureau of Labor Statistics, U.S. Department of Labor,
Washington, DC 20212. Telephone: (202) 606-7716.

American Printer, Maclean Hunter Publishing Co., 29 N. Wacker Dr., Chicago,
TE£0606. Telephone: (312) 726-2802.

Graphic Arts Literature Abstracts, Rochester Institute of Technology, One
Lomb Memorial Dr., Rochester, NY 14623. Telephone: (716) 475-2791.

Graphic Arts Monthly, Cahners Publishing Co., 249 West 1 7th St., New York,
NY 10011. Telephone: (212) 463—6828.

Graphic Communications World, Green Sheet Communications, Inc.. P.O. Box
727, Hartsdale, NY 10530. Telephone: (914) 472-3051. ;

High Volume Printing, Innes Publishing Co., P.O. Box 368, 425 Huehl Rd.,
Building 11, Northbrook, [L 60062. Telephone: (312) 564-5940.

Printing Business Report, National Association of Printers and Lithographers,
Inc., 780 Palisade Ave., Teaneck, NJ 07666. Telephone: (201) 342-0707.

Printing Impressions, North American Publishing Co., 401 N. Broad St..
Philadelphia, PA 19108. Telephone: (215) 238-5300.

Printing News, Cahners Publishing Co., 249 West 17th St., New York, NY
10011. Telephone: (212) 463-6727.

Printing 2000, Printing Industries of America, Inc., 100 Daingerfield Rd.,
Alexandria, VA 22314. Telephone: (703) 519-8100.

Printmarkets, Trade & Technology Press, 26 Sixth St., Suite 262, Stamford, CT
06905S. Telephone: (203) 323-3385.

Print Market Outlook, Cahners Publishing Co., 275 Washington St., Newton,
MA 02158. Telephone: (617) 964-3030.

Ratio Studies, Printing Industries of America, Inc., 100 Daingerfield Rd..
Alexandria, VA 22314. Telephone: (703) 519-8100.

Techno-Economic Market Profiles, Graphic Arts Technical Foundation, Inc.,
4615 Forbes Ave., Pittsburgh, PA 15213. Telephone: (412) 621-6941.
What's New(s) in Graphic Communications, Michael H. Bruno, 5129 Wedge

Court East, Bradenton, FL. 34203. Telephone: (813) 751-4838.
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OTHER SOURCES OF INFORMATION

For Federal Government Documents:
(Partial list of available documents used in the preparation of study)

U.S. Department of Labor:

- Employee Benefits Survey

- Employee Benefits in Small Private Establishments
- Handbook of Labor Statistics

- County Business Review

- Monthly Labor Review

- Occupational Outlook Handbook

- Statistical Abstract of the United States

U.S. Department of Commerce:

- Annual Survey of Manufacturers
- Census of Manufacturers
(a) Industrial Series (by SIC Codes)
(b) Geographic Series (by State)
- Economic Series
(a) Large Companies (by SIC Codes)
(b) Company Summaries (by SIC Codes)
- County Business Patterns
- U.S. Industrial Outlook 1994 (annual)
- Survey of Current Business

Contact:

Superintendent of Documents
U.S. Government Printing Office
Washington, D.C. 20402



For All Governments Serial Publications:
(Available by interlibrary loans)

Contact:

University of the State of New York,
New York State Library,

Collection, Acquisition & Processing,
Cultural Education Center,

Albany, NY 12230

Tel: (518) 474-7492
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PROFESSIONAL ASSOCIATIONS AS OTHER INFORMATION SOURCES

Printing Industries of America, Inc.,
100 Dangerfield Road,
Alexandria, VA 22314

Tel: (703) 519-8100
Fax: (703) 548-3227

National Association of Printers & Lithographers
780 Palisades Ave.,
Teaneck, NJ 07666

Graphics Philately Association,

Division of Topical Study Unit of the American Topical Association,
N50th Street,

Milwaukee, WI 53216

Screen Printing Association, International
10015 Main Street,
Fairfax, VA 22031

Tel: (703) 385-1335

Technical Associations of the Pulp & Paper Industries
1 Dunwoody Park,
Atlanta, GA 30338

Tel: (404) 394-6130

Technical Association of the Graphic Arts,
P.O. Box 3064,

Federal Station,

Rochester, NY 14614
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Magazine Literature Listing

Magazine Literature Listing

American Printer, MacLean Hunter Publishing Company, 29 N. Wacker Dr., Chicago, IL
60606. Telephone: (312) 726-2802.

Printing Business Report, National Association of Printers and Lithographers, Inc., 780
Palisade Ave., Teaneck, NJ 07666. Telephone: (201) 342-0707.

Graphics Arts Literature Abstracts, Rochester Institute of Technology, One Lomb Memorial
Dr., Rochester, NY 14623. Telephone: (716) 475-2791.

Graphic Arts Monthly, Cahners Publishing Company, 249 West 17th St., New York, NY
10011. Telephone: (212) 463-6828.

Graphic Communications World, Green Sheet Communications, Inc., P.O. Box 727,
Hartsdale, NY 10530. Telephone: (914) 472-3051.

High Volume Printing, Innes Publishing Company, P.O. Box 368, 425 Huehl Rd., Bldg. 11,
Northbrook, IL 60062. Telephone: (312) 564-5940.

Printing Impressions, North American Publishing Company, 401 N. Broad
St.,Philadelphia, PA 19108. Telephone: (215) 238-5300.

Printing News, Cahners Publishing Company, 249 West 17th St., New York, NY 10011.
Telephone: (212) 436-6727.

Printing 2000, Printing Industries of America, Inc., 100 Daingerfield Rd.,
Alexandria, VA 22314. Telephone: (703) 519-8100.

Print Market Outlook, Cahners Publishing Company, 275 Washington St., Newton, MA
02158. Telephone: (617) 964-3030.

Ratio Studies, Printing Industries of America, Inc., 100 Daingerfield Rd.,
Alexandria, VA 22314. Telephone: (703) 519-8100.



Magazine Literature Listing

Blue Book of Printing and Graphic Arts Buyers, A.F. Lewis and Co.,
79 Madison Ave., New York, NY 10016.

Instant & Small Commercial Printers, Innes Publishing Co., 425 Huel Rd., Bldg. 11,
Northbrook, IL, 60062-2319.

Canadian Printer, MacLean Hunter Ltd., MacLean Hunter Bldg, 777 Bay At., Toronto,
Ont. M5SW1A7 Canada. Telephone: (416) 596-5000.
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PRINTING INDUSTRIES ASSOCIATION OF NEW YORK STATE, INC.

MEMBERSHIP LISTING

ACTIVE  MEMBERS

Acme Press

306-314 Union Street
Schenectady, NY 12305
(518) 374-4536

Mr. Michael Cesar

Ahrens Graphics, Inc.
4011 Sheridan Drive
Buffalo, NY 14226
(716) 632-2491

Mr. Mark Ahrens

Albion-Holley Pennysaver
170 N. Main Street

P. O. Box 231

Albion, NY 14411

(716) 589-5641

Ms. Karen Mitchell

Alchar Printing

602 Pawling Avenue
Troy, NY 12180

(518) 274-2421

Mr. Thomas Dowd

Allsafe Company
1105 Broadway

P. O. Box 825
Buffalo, NY 14240
(716) 896-4515

Mr. Ed Pokornowski

Alternative Ink, Lid.
35 Fuller Road
Albany, NY 12205
(518) 458-9000

Mr. John Hendricks

=22 -

Amsterdam Printing
Wallins Corners Road
Amsterdam, NY 12010
(518) 842-6000

Mr. Steven Singer

Ansel Press, Inc.

126 S. Elmwood Avenue
Buffalo, NY 14202

(716) 853-4480

Mr. Larry Borga

Arkwright Printing Co., Inc.
19 Norton Place

Fredonia, NY 14063

Né6) 672-5686

Mr. Ronald Pacos

Arsenal Packaging Services
2345 Walden Avenue

P. 0. Box 1089

Buffalo, NY 14240

(716) 681-4370

Mr. Dwight Gould

Arteraft-Burow Color Printers
80 Meftcalfe Street

Buffalo, NY 14206

(716) 854-3241

Ms. Laura Weyler

Banconsumer Service, Inc.
275 Fillmore Avenue
Tonawanda, NY 14150
6) 693-3400

Mr. Nick Roth



Active Members lconid.)

Barry & Wilson Printing Co.
80 West Valley Road

Lake Placid, NY 12946

(518) 523-2403

Mr. Lawrence Barry

Bates Jackson Engraving
19-21 Elm Street

Buffalo, NY 14205

(716) 854-3000

Mr. Edward Flammer

Benchemark Printing, Inc.
31 Lafayette Street
Schenectady, NY 12301
(518) 393-1361

Mr. Robert Kosineski

Benton Announcements
3006 Bailey Avenue
Buffalo, NY 14215

(716) 836-4100

Mr. Michael Guerra

Bok Industries, Inc.
8741 Lake Road
P.0.Box 10

Leroy, NY 14482
(716) 768-8174

Mr. John Quincey

Boncraft, Inc.

4222 S. Taylor Road
Orchard Park, NY 14127
716) 662-9720

Mr. Raymond Bubar

MM, Bork & Sons, Inc.
80 Metcalfe Street
Buffalo, NY 14206

(716) 854-7980

Mr. Mark Gregory

o,

Boyd Printing Company
49 Sheridan Avenue

P. O. Box 1413

Albany, NY 12201

(518) 436-9686

Ms. Jane Carey

Breitwieser Printing Corp.
1800 Broadway

Buffalo, NY 14212

(716) 895-7370

Mr. James Breitwieser

Brennan’s Quick Print, Inc.
278 Bay Road

Queensbury, NY 12804

(518) 793-4999

Mr. Thomas Brennan

Brodock Press, Inc.
502 Court Street
Utica, NY 13502
(315) 735-9577

Mr. Craig Brodock

Brown Printing Company
363 Fifth Avenue ‘
P. O. Box 388

Troy, NY 12182

(518) 235-4080

Mr. John Parry, Jr.

Buffalo Lithograph Co., Inc.
36 Mason Sireet

Buffalo, NY 14213

(716) 883-8016

Mr. George Zenger

C.C.S. Princeton
521 Comwall Avenue
Buffalo, NY 14215
(716) 837-0800

Mr. Ted Majewski



Active Members [contd.)

Confield & Tack, inc.
925 Exchange Street

Rochester, NY 14608

(716) 235-7710

Mr. Daniel Mahany

Canfield, G. W. & Son Litho
600 Plant Street

P. O.Box 874

Utica, NY 13503

(315) 735-7575

Mr. Gene Canfield

Canterbury Press
301 Mill Street

P. O. Box 4299
Rome, NY 13440
(315) 337-5900
Mr. David Johnson

Carton Craft Corp.
115 Ash Street
Buffalo, NY 14204
(716) 852-7910

Mr. Timothy Ortolani

Case-Hoyt Corp.
100 Beaver Road

P. O. Box 24001
Rochester, NY 14624
(6) 889-5670

Mr. Kevin Kirk

Catskill Enterprises
138 Grandview Avenue
Catskill, NY 12414

(518) 943-2660

Mr. Gordon Gibson

Charm Graphics, Inc.
25 Boxwood Lane
P.O.Box 21

Buffalo, NY 14225
(716) 668-5223

Mr. Richard Maussner
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Church Bulletins of Buffalo
745 Englewood Avenue
Buffalo, NY 14223

(76) 836-2527

Ms. Rebecca lee

Clerence Graphics, Inc.
9870 Main Street
Clarence, NY 14031
(6) 759-8007

Mr. Donald Albee

Clarity Publishing, Inc.
3 Enterprise Drive
Albany, NY 12204
(518) 465-4591

Mr. Thomas Clemente

The Clinton Press, Inc.
500 W. 12th Sireet

Erie, PA 16501

(814) 454-7415

Mr. Wayne Zimmer

Cohber Press, Inc.
1000 John Street

P. O. Box 93100
Rochester, NY 14692
(6) 475-9100

Mr. Howard Webber

The Colad Group, Inc.
701 Seneca Street
Buffalo, NY 14210
[716) 849-1776

Mr. Williom Brosnahan

Color Tech Litho

257 Warren Street
Glens Falls, NY 12801
(518) 793-4437

Mr. Christopher Belnap



Active Members contd.)

Coneco Laser Graphics
58 Dix Avenue

P. O. Box 3255

Glens Falls, NY 12801
(518) 793-3823

Ms. Jean Cone

Cox Graphics

1057 Kensington Avenue
Buffalo, NY 14215

716) 832-2578

Mr. Kevin Preston

Creative Prinfing
2011 E. Main Street
P. 0. Box 210
Endicoft, NY 13760
(607) 748-7491
Mr. Dann Lewis

Delft Printers

92 Holland Avenue
Lancaster, NY 14086
716) 683-1100

Mr. Ronald Dimpfi

Delta Printing & Graphics
3347 Delaware Avenue
Kenmore, NY 14217

(716) 874-7616

Mr. Ron Biedenbach

DeRidder, Inc.

175 Humboldt Street
Rochester, NY 14610
(716) 482-1500

Mr. Joseph O'Heaney

Diamond Packaging
111 Commerce Drive
P. O. Box 23620
Rochester, NY 14692
(716) 334-8030

Mr. Harry Voss

i85

Dodge Graphic Press
1501 Broad Street
Utica, NY 13501

(315) 735-9266

Mr. Mario Mannella

Dual Printing, Inc.

340 Nagel Drive
Cheektowaga, NY 14225
(716) 684-3825

Mr. William Sabio

The DuBois Press
100 College Aveue
Rochester, NY 14607
(716) 473-1660

Mr. J. Richard Dunlevy

Dupli Graphics Corp.
360 W. Jefferson Street
P. O.Box 1318
Syracuse, NY 13201 -
(315) 472-1316

Mr. Kemper Matt

Elmira Quality Printers
1323 College Avenue
Elmira, NY 14901

(607) 733-4695

Mr. Norman Griswold

Farthing Press
260 Oak Street
Buffalo, NY 14203
[716) 852-4674
Mr. David Snyder

Finger Lakes Press, Inc.
185 Clark Street
Auburn, NY 13021

(315) 252-7583

Mr. Gerard Mirabito, Sr.



Active Members (contd.)

Fort Orange Press
31 Sand Creek Road
P. O. Box 828
Albany, NY 12201
(518) 489-3233

Mr. Michael Witko

Fuller’s Printing Corp.
1682 Central Avenue
Albany, NY 12205
(518) 869-9036

Mr. James Fuller

Gintzler Graphics, Inc.
100 Lawrence Bell Drive
Williamsville, NY 14221
716) 631-9700

Mr. Franklin J. Nice

Gooding Co,, Inc.
10 Gooding Street
Lockport, NY 14094
(716) 434-5501

Mr. Gerald Hace

Goodrich Printing Co.
9515 Clarence Center Road
Clarence Center, NY 14032
(716) 741-3131

Mr. Anthony Silvestro

Graphic Controls Corp.
189 Van Rensselaer Street
P. 0. Box 1271

Buffalo, NY 14240

(716) 853-7500

Mr. Patrick Crotty

Graphtrix, Inc.

127 S. Long Street
Williamsville, NY 14221
716) 634-0121

Mr. Gregory Orffeo

W

Great Lakes Prep, Inc.
1099 Jay Street
Rochester, NY 14611
(716) 328-4480

Mr. Randy Allen

Grover Cleveland Press, Inc.
4160 N. Bailey Avenue
Ambherst, NY 14226
(716) 832-2211

Mr. Jim Degen

Hamilton Printing Company
579 Columbia Turnpike
P. O. Box 232
Rensselear, NY 12144
(518) 732-4491

Mr. Phillip Billow

Hammer Lithograph Corp.
330 Metro Park

Rochester, NY 14623

716) 424-3880

Mr. James Hammer

Hodgins Printing Co,, Inc.
56 Harvester Avenue

P. O. Box 636

Batavia, NY 14021

(716) 343-4429

Mr. Michael Hodgins

Holling Press, Inc.
501 Washington St.
Buffalo, NY 14203
(716) 854-5100
Mr. Brian Maher

Howell, F. M. & Company
79 Pennsylvania Avenue

P. O. Box 286

Elmira, NY 14902

(607) 734-6291

Mr. George Howell



Active Members (lcontd.)

impco

100 Rockwood Street
Rochester, NY 14610
(716) 473-1432

Ms. Chris Blake

impco Mail Marketing
29 Depot Street
Buffalo, NY 14206
(716) 847-6415

Mr. Christopher Rice

In & Out Printing, Inc.
630 Main St.

M.P.O. Box 2066
Niagara Falls, NY 14302
(716) 285-6266

Mr. Edward Gilbert

Jacobs Press, Inc.
77 Columbus Street
P..O. Box 580
Auburn, NY 13021
(315) 252-7166

Mr. Michael Trapani

Jefferson Rehabilitation Center
615 W. Main Street

Watertown, NY 13601

(315) 782-0330

Ms. Amy Turnbull

Jerome Rapid Print inc.
50 Beaver Street

Albany, NY 12207

(518) 463-3231

Mr. Clarence Rockenstire

Keith Clark, Inc.

101 O'Neil Road
Sidney, NY 13838
(607) 563-9411

Mr. Joseph Forgiano

il

KNE Prinfing, Inc.
439 N. Pearl Street
Albany, NY 12204
(518) 436-4769
Mr. David Kidd

KTB Associates, Inc.

1 Tomsons Road
Saugerties, NY 12477
(914) 246-9552

Mr. Thomas A. Clemente

Lominating Arts of NY, Inc.
1237 E. Main Street

P. O. Box 90806

Rochester, NY 14609

(716) 482-1220

Mr. Joseph Durnherr, Jr.

Landes of Buffalo
201 Genesee Street
Buffalo, NY 14203
(é6) 852-8087

Mr. Paul Roth

Lane Press of Albany
11 Kairnes Street
Albany, NY 12205
(518) 438-7834

Mr. Robert Luther

Litho Services, Inc.
201 Gifford Street
Syracuse, NY 13202
(315) 475-9523

Mr. Damon Dardaris

Lower Forty Pre-Prass
1146 Central Avenue
Albany, NY 12205
(518) 482-1920

Mr. Charles Batcher



Active Members (cont.)

Maar Printing Service
49 Oakley Street
Poughkeepsie, NY 12601
(914) 454-6860

Mr. Howard Gropper

Maiestic Plastic Corp.
Route 17 M.

P. O. Box 381

Goshen, NY 10924
(914) 294-5424

Mr. Reynell Andrews

Manhardt-Alexander, Inc.
400 Creekside Drive

P. O. Box 570

Ambherst, NY 14228

(716) 691-5533

Mr. Robert Alexander

Marine Midland Bank, N.A.
100 Stradtman Street
Buffalo, NY 14206

(716) 894-0718

Mr. Joseph Beardi

Mark, Charles F. Inc.
393 Sheridan Drive
Albany, NY 12206
(518) 434-1860

Mr. Richard Tenney

McCarly Printing Company
246 E. 7th Street

P. O. Box 1136

Erie, PA 16512

(814) 454-6337

Mr. Paul Seiber

Merchants Press, Inc.

17 Noxon Road

P. O. Box 3417
Poughkeepsie, NY 12603
(914) 471-1380

Mr. Allan Butler

w08

Marcury Print Production
50 Holleder Pkwy.
Rochester, NY 14615

(716) 458-7900

Ms. Valerie Mannix

Michael William Printery, Inc.
36 Green Mountain Drive
Cohoes, NY 12047

(518) 783-8941

Mr. James Bushey

Midstate Printing Corp.
230 Ainsley Drive
Syracuse, NY 13205
(315) 475-4101

Mr. John Williams

Modem Press
One Colonie Street
Albany, NY 12207
(518) 434-2921
Mr. Michael Ryan

Monroe Litho, Inc.
39 Delevan Street
Rochester, NY 14605
(716) 454-3290

Mr. William Turri

Moore Data Management Corp.
120 Industrial Park Road
Albany, NY 12206

(518) 489-2538

Mtr. Joseph Benoit

New Art Printing Corp.
25 Sand Creek Road
Albany, NY 12207
(518) 482-8819

Mr. Brian Gwynn



Active Members (contd.)

Newtown/CPC
36 Depot Street
Buffalo, NY 14206
(716) 842-1466
Mr. David Shular

Niagara Envelope
693 Seneca Street
Buffalo, NY 14210
(716) 854-8251

Mr. Robert Woollacott

Northeast Printing Company
63 Bridge Street

Plattsburgh, NY 12901

(518) 563-8214

Mr. Herb Carpenter

Ogilvie Press, Inc.
1300 Commerce Pkwy.
Lancaster, NY 14086
(716) 684-1300

Mr. Kenneth LaViolette

Orffeo Prinfing Co.
4490 Broadway
Depew, NY 14043
(76) 681-5757

Ms. Mary Jane Orffeo

Oser Press

1239 University Avenue
Rochester, NY 14607
(716) 442-5621

Mr. Seth Oser

Paper Power, Inc.

1971 Abbott Road
P.0.Box C
Lackawanna, NY 14218
(716) 824-6000

Mr. Jerry Banks

290

Park Specialties

15 Eagle Trace

Ballston Lake, NY 12019
(518) 877-7807

Mr. John Irwin

Pariners’ Press, Inc.
1881 Kenmore Avenue
Kenmore, NY 14217
(6) 876-2284

Mr. Albert Abgott

PBR Graphics

20 Railroad Avenue
Albany, NY 12205
(518) 458-2909

Mr. Robert Cullum

PCI - Paper Conversions, Inc.
6767 Thompson Rd. N.
Syracuse, NY 13211

(315) 437-1641

Mr. John Withers

The Peters Print
75 Jackson Avenue
Cohoes, NY 12047
(518) 233-9580
Mr. Leo Ashline

Pefit Printing Corp.
155 Rano Street
Buffalo, NY 14207
716) 871-9490

Mr. Rich Petit

Pollack Prinfing Corp.
877 Main Street
Buffalo, NY 14203
(716) 884-8204

Mr. William Pollack
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Printing Services of NY, inc.
52 Freemans Bridge Road
Scofia, NY 12302

(518) 370-1070

Mr. David Benny

Professional Printing, Inc.
4224 Maple Road '
Ambherst, NY 14226

(716) 832-9015

Mr. Stephen Morochnick

Prout Printers, Inc.
51 Collins Avenue
Troy, NY 12180
(518) 274-5941

Mr. William Prout

Quad-Graphics, Inc.

Du Plainville Road

Saratoga Springs, NY 12866
(518) 581-4000

Mr. Richard Marsel

Quaker-Park Press
5286 Seneca Street
Buffalo, NY 14224
(716) 674-8444

Mr. Paul Waggoner

Quebecor Printing Buffalo Inc.
TC Industrial Park

Depew, NY 14043

(716) 686-2500

Mr. Vincent Nardecchia

Rapid Service Engraving
1593 Genesee Street
Buffalo, NY 14211

(716) 896-4555

Mr. George Egloff

ol

Regal Art Press of Troy
18 Industrial Park Road
Troy, NY 12180

(518) 274-4500

Mr. Edward Dickinson

Remiey & Company
3816 Oak Orchard Road
P. 0. Box 227

Albion, NY 14411

(716) 589-5551

Mr. F. Richard Remley

The Reporter Company, Inc.
181 Delaware Street

Walton, NY 13856

(607) 865-4131

Mr. Ken Walter

The Riverside Group
226 Jay Street
Rochester, NY 14608
(716) 263-2800

Mr. Peter Pape

Rochester Empire Graphics
150 Research Blvd.

P.O.Box 22804

Rochester, NY 14692

(716) 272-1100

Mr. William Bachman

Salina Press, Inc.

112 Fairgrounds Drive
P. Q. Box 60

Manlius, NY 13104
(315) 682-8573

Mr. Charles Crothers

Salt City Printing, Inc.
6163 E. Molloy Road
E. Syracuse, NY 13057
(315) 437-1139

Mr. Lou Vinciguerra il
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Savage Printing
1291 Main Street
Buffalo, NY 14209
(716) 884-1515
Mr. Edward Crangle

Selco Graphics, Inc.
148 Gifford Street

P. O. Box 1034
Syracuse, NY 13201
(315) 476-2108

Mr. Neale Bogardus

Service Print Shop
11 W. Third Street
Dunkirk, NY 14048
(716) 366-2677
Mr. Robert Persch

Shaw, Jomes E. Prinfing
4299 N. Buffalo Road
Orchard Park, NY 14127
[716) 662-2679

Mr. Nelson Tschopp

Shipman Printing Industries
2424 Niagara Falls Blvd.

P. O. Box 157

Niagara Falls, NY 14302
(716) 731-3281

‘Mr. Frank Shipman

Somerville Packaging Corp.
3750 Monroe Avenue
Pittsford, NY 14534

(716} 248-1800

Ms. Lisa Geller

Sommer, Sterfing C. Inc.
527 Fillmore Avenue

P. O. Box 217
Tonawanda, NY 14151
(716) 694-3377

Mr. Jack Evans

- 3%

Specialized Printed Forms
352 Center Street

Box 158

Caledonia, NY 14423

(716) 538-2381

Mr. Paul Randall

Staffield Printing Lid.
209 First Avenue

P. O. Box 627
Mechanicville, NY 12118
(518) 664-9770

Mr. Richard Staffield

Star Prinfing, Inc.
2728 Main Street
Newfane, NY 14108
(716) 778-8528

Mr. Donald Pomeroy

Syracuse Lithographing Co.
163 Solar Street

P. 0. Box 391

Syracuse, NY 13201

(315) 422-0326

Mr. Darryl Grandy

Target Media Graphics, Inc.
42 Old Karner Road

Albany, NY 12205

(518) 869-2226

Mr. Kevin Clemente

Team Dispatch
917 Bacon Street
P. O. Box 6220
Erie, PA 16512
(814) 452-6724
Mr. E. Joseph Mehl

Trident Prinfing Corp.
2201 Teall Avenue

P. O. Box 465
Syracuse, NY 13206
(315) 437-2834

Mr. Lew Worlock
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Tucker Printers, Inc.
270 Middle Road
Henrietta, NY 14467
716) 359-3030

Mr. Daniel Tucker

Upstate Litho

1500 Brighton-Henriefta Townline Road
Rochester, NY 14623

(716) 424-2970

Mr. Michael Lehmann

Vicks Lithograph
Commercial Drive

P. O. Box 270
Yorkville, NY 13495
(315) 736-9346

Mr. Dwight Vicks, Jr.

Walden Printing Co., Inc.
63 Orange Street

P. 0. Box 192

Walden, NY 12586

(914) 778-3575

Mr. Roger Gibboni

Walter Snyder Printers
691 River Street

Troy, NY 12180

(518) 272-8881

Mr. David Snyder

Waterfront Press, Inc.
325 Niagara Street

P. O. Box 728

Buffalo, NY 14205
(716) 854-2528

Mr. Les Leopold

Whitney Prinfing Co.
336 Genesee Street
Buffalo, NY 14204
(716) 852-3901

Mr. Ronnie Nudelman

Williomson, David F. Co,, Inc.
116 Ellicott Square Bidg.
Buffalo, NY 14203

(716) 852-0026

Mr. Paul Marzello

Word Management Corp.
107 Evereft Road

Albany, NY 12205

(518) 482-8659

Mr. Ben Fuina
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Alling and Cory Buffalo Printers Supply
45 Industrial Park Road 1747 Kenmore Avenue
Albany, NY 12206 Buffalo, NY 14217
(518) 489-4416 (716) 877-3000
Mr. Craig Meredith Mr. Thomas Nelson, Jr.
Alling and Cory Eastman Kodak Company
136 N. Division Street 343 State Street
P.O.Box 982 Rochester, NY 14650
Buffalo, NY 14205 (716) 724-4723
(716) 852-7200 Mr. John Toles
Mr. Stanley Ellson
Alling and Cory Finch, Pruyn & Company, Inc.
25 Verona Street One Glen Street

P. O. Box 20403
Rochester, NY 14602
(716) 454-1880

Mr. Merit Wilkinson

Alling and Cory
6485 Ridings Road
P.O. Box 4887
Syracuse, NY 13221
(315) 432-1200

Mr. Paul Carney

Ash Trading Corp.
77 N. Broadway
P.0O.Box 968
Latham, NY 12110
(518) 463-6666

Mr. Irwin Margolis

BRAND Consultants

P. O.Box 310

E. Greenbush, NY 12061
(518) 477-4934

Mr. Bruce Anderson
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Glens Falls, NY 12801
(518) 793-2541
Mr. Homer Feerer

Flint Ink Corp.

38 Loudonville Road
Albany, NY 12204
(518) 449-7111

Mr. Rich O'Brien

Forbes Products Corp.
45 High Tech Drive
P.0O.Box 110

Rush, NY 14543

(716) 334-4800

Mr. Patrick McCormick

Frontier Fibers, Inc.

22 Mechanic Street

N. Tonawanda, NY 14120
(716) 692-3448

Mr. Howard Wiseman



Associate Members (contd.)

Gaebel, Arthur H. Inc.
7040 Manlius Center Road
P.0.Box 5

E. Syracuse, NY 13057
(315) 656-2670

Mr. David May

Heidelberg USA, Inc.
2036 Washington Street
Hanover, MA 02339

(617) 871-3328

Mr. Ralph Pasquariello, Jr.

Hudson Valley Paper Company
981 Broadway

Albany, NY 12201

(518) 471-51

Mr. Kurt Van Steemburg

INX

13 Cannon Street
Green Island, NY 12183
(518) 272-0200

Mtr. Jeremy Wohirab

MacBeth Div. of Kolimorgen
405 Litfle Britain Road

New Windsor, NY 12553

(914) 565-4440

Mr. Nick Lena

National Graphic Supply
226 N. Allen Street
Albany, NY 12206

(518) 438-8411

Mr. Alfred Landess

Niagara Paper Company, Inc.
99 Bud-Mill Drive

P.O.Box 886

Buffalo, NY 14240

(716) 856-5135

Mr. Michael Brummer
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Onondaga Litho Supply
341 New Karner Road
Albany, NY 12205

(518) 456-8123

Mr. Thomas Parks

Onondaga Litho Supply
733 Linden Avenue
Rochester, NY 14625
(716) 381-7510

Mr. Thomas Board

Onondaga Litho Supply
101 Graphic Drive
Syracuse, NY 13206

(315) 463-9163

Mr. Jack Vosburgh

Pajco Products, Inc.
7740 West Street

P. 0. Box 191
Lowville, NY 13367
(315) 376-3571

Mr. Samuel Villanti

Plantrol Systems, Lid.
71 E. Main Street
Westfield, NY 14787
(716) 326-4975

Mr. Edwin Czajka

Reppenhagen Roller Corp.
813 Sycamore Street
Buffalo, NY 14212

(716) 853-0700

Mr. Frank Reppenhagen

Ris Paper Company, Inc.
3 Selina Drive

P. O.Box 13716

Albany, NY 12205

(518) 869-4220

Mr. Lee Reeves
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Rochester Institute of Technology

School of Printing

1 Lomb Memorial Drive
Rochester, NY 14623
(716) 475-5955

Ron Ink Company

61 Halstead Street
Rochester, NY 14610
(716) 482-7050

Mr. Richard Saunders

Safety-Kleen Corp.
Factory & Mitchell Avenue
P.O.Box 475

Syracuse, NY 13211

(315) 455-1426

Mr. Carl Didomenico

Seneca Paper, Inc.
9 Interstate Avenue
Albany, NY 12205
(518) 459-5200

Mr. John Wolfgang

Seneca Paper, Inc.
75 Allied Drive
Buffalo, NY 14227
(716) 894-6369

Mr. R. James Scott

Seneca Paper, Inc.
48 King Street

P. O.Box 2010
Rochester, NY 14603
(716) 328-9300

Mr. L. Bruce Williams

Stora Papyrus Newton Falls, Inc.

1 Main Street

P. O.Box 253

Newton Falls, NY 13666
(315) 848-3321

Mr. Thomas Hanley

Taussig’s Graphic Supply
9 Apollo Drive

Batavig, NY 14020

(716) 344-4444

Mr. Terry Reuschle

VGC Corp.

14 Walker Way #4
Albany, NY 12205
(518) 785-3455
Mr. Robert Baan

VGC Corp.

519 Hamburg Street
Buffalo, NY 14204
(716) 854-5630

Mr. Donald Pearce

VGC Corp.

175 Research Blvd.
Rochester, NY 14623
(716) 338-3440

Mr. Mark Lindsay
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Appendix H

U.S. PRINT BUYERS CONTACTED FOR THIS SURVEY

Firm City Product or Service Contact Phone Interviewed?
ABB Kent Taylor Rochester process control equip. Pat Campbell (716) 292-6050 Yes
Allegheny Ludium Steel Div. Pittsburgh steel & alloys purchasing (412) 394-2800

Aluminum Company of America Pittsburgh aluminum products Audrey Parey (412) 5534545

Arnold & Company Inc. Syracuse advertising agency Meg Stepanian (315) 446-0037 Yes
Bausch & Lomb Rochester eyewear Harry Clauss (716) 338-6000
Blair/BBDO Advertising Rochester advertising agency Judy Hawthorne (716) 473-0440

Buffalo Public Schools Buffalo education Georgia Zeigler (716) 851-3500 Yes
Buffalo State College Buffalo education Lynn Lions (716) 8784113 Yes
Bush Industries Inc. Buffalo furniture manufacturer Mike S. (716) 665-2000 Yes
CAE-Link Corporation Binghamton simulation training systems Jackie Eck (607) 721-2605

Calgon Corp. Pittsburgh air/water pollution control Glenn Loper (412) 777-8386 Yes
Capintec Instruments Pittsburgh control instruments Shirl Van Dyke (412) 963-1988 Yes
Carousel Center Mall Syracuse shopping center Gina Mintzer (315) 466-6000

Carrier Corporation Syracuse air conditioners Frank Scarfino (315) 432-7905 Yes
Champlain Centres Mall Plattsburgh shopping center Carolyn Harding (518) 561-8660 Yes
Champlain Hospital _Plattsburgh health care Noel Stewart (518) 561-2000

Children’s Hospital of Buffalo Buffalo health care Beverly (716) 878-1973 Yes
Contraves-Goerz Corporation Pittsburgh industrial instruments Wayne Perry (412) 967-7700

Cooper Power Systems Pittsburgh power systems purchasing dept. (412) 777-3200
Crouse-Hinds E.C.M. Syracuse elec. construction materials Kathy Duskee (315) 477-5120

Daily Juice Products Pittsburgh food producer Gary Tener {412) 828-8602
Dresser-Rand Co. Buffalo COmpressors, engines Linda Firkel (716) 375-3148

DuPont Co. Buffalo imaging systems purchasing dept. (716) 277-1200

Eastman Kodak Co. Rochester cameras, film, imaging equip purchasing dept. (716) 7244000

Endicott Johnson Binghamton shoe retailer Jean Borelli (607) 770-6521 Yes
Eric Mower and Assoc. Buffalo advertising agency Paul Wahler (716) 8422233 Yes
Erie County Medical Center Buffalo health care Barbara Sims (716) 898-3000

Erie County, New York Buffalo county government Vallie Trillizio (716) 858-6312 Yes
Fay’s Incorporated Syracuse drug stores Bill Fairchild (315) 451-8000
Fisher-Price Toys Buffalo toy manufacturer purchasing dept. (716) 687-3000

Fleet Financial Group Buffalo commercial banking Daryl Walker (716) 431-7926

Ford Motor Co. Buffalo auto manufacturer purchasing dept. {716) 821-4000

Frito-Lay Corp. Binghamton snack foods Vicki Rawding (607) 7754330 Yes
General Motors/Deico Div. Rochester auto manufacturer Keith Pinto (716) 277-3700 Yes
Genesee Brewery Rochester beer brewer Todd Brady {716) 546-1030

Gleason Corp. Rochester machine tools purchasing dept. (716) 473-1000

Great Lakes Plastic Co. Inc. Buffalo plastic fabrication Barry Gonsior (716) 896-3100

H.J. Heinz Pittsburgh food production Mike Greca (412) 2375757

Hutchins, Young & Rubicam Rochester advertising agency Bill Manzey (716) 546-6480 Yes
lce Inc. Rochester advertising agency Kathy Hamilton (716) 244-5400
International Business Machines Syracuse computers, mainframes Beverly Vecchio (315) 424-2170

iron Age Protective Co. Pittsburgh industrial footwear Don Stella (800) 223-8912 Yes
Jones & Laughlin Steel Pittsburgh steel, coal, chemicals purchasing dept. (412) 227-4000

Joy Technologies Pittsburgh industrial equipment purchasing dept. (412) 562-4500

Koolvent Aluminum Products Inc. Pittsburgh windows, siding, awnings Stella Scfranski (412) 858-3500
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Contact

Phone

Interviewed?

Xerox Corporation

Firm City Product or_Service

Machine Shop Technologies Pittsburgh education

Manufacturers and Traders Trust Buffalo commercial bank

Marine Midland Bank Buffalo commercial bank

Martin Marietta Co. Syracuse aerospace

Miles Corporation Pittsburgh chemicals

Moog Inc. Buffalo precision control parts

National Fuel Gas Co. Buffalo gas and oil

New Hartford Advertising Syracuse advertising products

New Venture Gear, Inc. Syracuse transmissions

NFTAINFT Metro System Inc. Buffalo transportation system

Niagara Mohawk Power Co. Syracuse utility

NY State Electric & Gas Binghamton utility

P&C Food Markets Syracuse food stores

Pennex Products Pittsburgh pharmaceutical

Pennwalt Corporation Rochester pharmaceutical

Power Piping Company Pittsburgh pipe and pipe hangers

PPG Industries, Inc. Pittsburgh chemicals

Praxair Inc. Buffalo industrial glass

RF Harris Communications Rachester electronic equipment

Rich Products Corp. Buffalo frozen foods

Robicon Corporation Pittsburgh electronic control devices

Rochester Community Savings Rochester commercial banking

Rochester Gas & Electric Rochester utility

Rochester Midland Corporation Rochester industrial chemicals

Rockwell International Pittsburgh actuators, clamps, valves

Roswell Park Cancer Institute Buffalo treatment center

Scrivner of New York Buffalo wholesale and retail food

State of NY Central Purchasing Albany state government

State University of NY Health Ctr Syracuse education, health care

State University of NY-Buffalo Buffalo education

State University of NY-Plattsburgh Plattsburgh education

Strong Memorial Hospital Rochester health care

Syracuse University Syracuse education

Tops Markets, inc. Buffalo convenient stores

United Health Services, Inc. Binghamton hospital management

Universal Instruments Binghamton electronic production equip.
* University of Pittsburgh Pittshwgh ~ education

University of Rochester Rochester education

Wegmans Food Markets, inc. Syracuse food & pharmacy stores

Welch Allyn, Inc. Syracuse medical instruments

Westinghouse Corporation Pittsburgh electronics :

Williams & Company, Inc. Pittsburgh welding products

Woodings-Verana Tool Works Pittsburgh iron products

Wyeth-Ayerst Research Plattsburgh chemicals

Rochester business machines

Frank Sanns
purchasing dept.
purchasing dept.
Robert J. Martin
Julie Steding
Susan Valois
John Mayberry
Chris Klumpach
purchasing dept.
purchasing dept.
Mike Kane

Al Costello

Dick Hall

Sally Heur
purchasing dept.
purchasing dept.
Larry Gallanter
purchasing dept.
purchasing dept.
Dick Dearborn
John Duffy

Amy Cutrona
Charlotte Lammes
Mary Thoms
purchasing dept.
Doris Martin
Bob Giraffa

Lou Renbano
Kay Frank

John Grabowski
Roy Garrant
purchasing dept.
Bob Martin
Robert Jasinski
Fran Olsa

Joyce Smith
George Bernarski
purchasing dept.
purchasing dept.
Laurie A. Wheeler
purchasing dept.
Mary Majeski

Michael Kosobucki

Roy Garrant
purchasing dept.

(412) 922:2602
(716) 842-4200
(716) 8412424
(315) 793-6032
412) 7772321
(716) 652-2000
(716) 857-6933
(315) 699-6310
(315) 4324000
(716) 855-7300
(315) 428-6656
(607) 729-2551
(315) 463-0354
{412) 362:5650
(716) 475-9000
(412) 323-6200
{412) 434-3076
(716) 879-2000
(716) 244-5830
(716) 876-8000
(412) 327-7000
(716) 258-3000
(716) 546-2700
(716) 336-2200
(412) 247-3000
(716) 8455744
(716) 668-7200
(518) 474-5435
(315) 464-5540
(716) 645-2681
(518) 564-2000
(716) 2752121
(315) 4435748
{716) 8233712
(607) 763-6172
(607) 7727412
(412) 624-6202
(7186) 275-2002
(315) 622-1621
(315) 6854451
(412) 788-5750
(412) 237-2211
(412) 828-7000
(518) 297-6611
(716) 423-5080

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes
Yes

Yes

Yes

Yes
Yes
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APPENDIX I: INTERVIEWS WITH EXPORTING CANADIAN PRINTERS
1. AUTY

Auty is owned and managed by Brian Auty with whom the interview was conducted.
The majority of its business is the printing of logos or promotional claims on a variety of
products such as mouse pads and refrigerator magnets. In addition, Auty also produces car
decals and in-store custom signage. The company is located in the Toronto area, employs 30
people, and had revenues of $2.5 million in 1992. The majority of its work is completed on
2 semi-automatic Svecia off-set screen presses. Auty purchased a Columbus, Ohio company
called A.S.P. and renamed the company Auty, United States. Recently, the partnership was
officially ended, but an unofficial working relationship still exists. Auty has been extremely
successful in exporting to the United States. Nearly one quarter of its revenue is generated
from U.S. exports.

Why did you expand to the U.S.?

"When the Canadian dollar was very high it was extremely hard to export Canadian
goods into the U.S., so we bought into an existing company in Columbus and changed it’s
name to Auty Printing, United States. We experienced strong growth because of the
marketing experience we contributed. The company we bought was smaller but it did the
same kind of screen and offset printing."

Do you still export?

"Yes, about $750,000 of our $3.25 million in total revenues is export revenue from
Arizona, Chicago, etcetera. We don’t have the official partnership anymore because the
U.S. partner didn’t want to risk their equity in our expansion plans. However, we still work
together and Auty saves a considerable amount of money by this unofficial partnership. "

Why can you export so far?

"Because our product is unique. Car decals, fridge magnets, mouse pads, in store
custom signage are a few of the products we print or print on. There is competition, but the
marketing materials used by Auty get the prospective client interested and let them know that
a reputable company is calling on them. We distribute our marketing materials at trade
shows that I personally attend. We also have a 1-800 number. In addition, Auty is willing
to satisfy all the customer needs that other printers are unwilling to do. For example, we
have a customer who wants the final product shipped to 100 destinations instead of one.

This requires special packing of the product which other suppliers wouldn’t do. We could
solve their problems for them so this made it (the sale) happen."

How do you generate most of your export sales?

"At trade shows I may generate 1000 to 1500 leads. I give them my marketing
materials which consist of company newsletters (with new and future products of interest to
the client) and our catalog. At the show I will explore the prospects background and whether
or not it would be justified to make a personal call to the companies key decision makers. I

will take their name down for my mailing list and keep in contact by sending out newsletters
to keep them interested."
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Do you have an office in the U.S. currently?
"Our unofficial partner has a space where I can base my operations when I am in the
Columbus area. Other than that I have friends in U.S. cities that I will stay with."

Have you encountered any border difficulties?

"I have found that as volume increases it gets easier to cross the border. Customs is
very cooperative with Auty because we put proper marking on every box. Because Auty isa
regular exporter and always provides correct documentation, customs has provided us with a
line item release form. This allows rapid expedition and virtually no delays. To do this you
need to have the proper volumes, which would be about one truck a week (transport size
truck). The truck doesn’t have to be full, but you should have 5 to 15 thousand pounds on
the truck to justify the line item release form."

How are you making it easy for customs?

"We have a U.S. customs broker which tells us exactly what customs will require and
we follow their instructions exactly. In addition, we always use the same port and the same
initial destination: Columbus, Ohio. One truck a week costs approximately $200 dollars a
skid to send and the skid has approximately $25,000 in product all pre-labeled and packaged
for UPS shipment. It is all very transparent and using the same border crossing cuts down
delays and problems. "

How do you save shipping costs?

"Canadian freight rates are outrageous. To ship one pound to the United States
expect to pay about $35 (Canadian) dollars. However, if you ship to a United States
destination by truck first, you would only pay about $3 dollars to ship the same package. It
costs about $5 dollars a pound to ship from Toronto to Columbus on our own truck so the
total is about $8 dollars a pound. We prepackage all our shipments for secondary shipment
by UPS once it is unloaded in Columbus."

How did you create the partnership with Advanced Screen Printing (A.S.P.) in
Columbus (later Auty Printing, U.S.A.)?

"Five years ago, the Canadian dollar was increasing rapidly and free trade had been
initiated. I knew that U.S. competition was coming so I sought to expand and export.
Initially, I contacted my suppliers in the United States to discuss my plans. I chose
Columbus because I thought it would be an excellent U.S. base for operations: they have a
large industrial base and they are close to my Canadian operations (it takes about 6 hours t0
ship from plant to plant). When I told my U.S. suppliers about my plans they told me about
one of their clients in Columbus who did similar work. Another golf game ensued with the
owner of A.S.P. and a joint venture evolved.”

What happened after the partnership was created?

"The partnership was sort of one-sided. Most of the work was being done by Auty,
Canada. In terms of size, Auty, U.S.A. had revenues of $360 thousand dollars and 5 years
later their revenues were almost 2 million dollars. The partnership worked great for both
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firms, but my U.S. partner grew scared of further rapid expansion and equity risk, so he
pulled out of the official partnership. Even though I was providing most of the capital,
Auty, U.S.A.’s owner was afraid of the kinds of numbers (large orders) moving through his
shop and he was unwilling to take the kind of risks necessary to become a 5 or 10 million
dollar (revenue) shop. We still continue an unofficial work partnership. With the official
separation we split our sales. A.S.P. currently does about 900 thousand in revenues. "

What other ways can you network to find partners? .

"Use the CPIA and the PIA. I go to trade shows or conferences and I have
developed friends in nearly every major city in the United States. Canadian printers don’t
take advantage of these networking opportunities presented by the PIA and other local
printing and business associations. For example, I went to a PIA meeting in Mexico entitled
How to Sell Printing in Canada because I definitely wanted to know the strategies U.S. and
Mexican firms were using to get into Canada. I thought other Canadian printers would be
there, but I was the only one. Opportunities are there (in the United States) and Canadian
firms typically under exploit them."

What are your plans for further expansion or exporting?

"We are currently looking to get a U.S. rep for and innovative in-store signage
technique. However, I don’t believe it will cost $150,000 a year to establish the rep. It
would depend on the city. For example, I would expect to spend $75,000 for a rep in
Columbus. It is only $.22 cents a minute for long distance phone calls using my 1-800
number (an 800 number is essential to reduce the perceived distance between the you and the
customer) the sales rep would be commissioned and independent, so forget the car and large
salary (I would provide some draw however). I would like to get someone with a college
education and I would personally teach him our proven sales, distribution, ordering, and
marketing techniques. I would pay his travel and place him in an existing market where
sales were attainable."

What do you think about general printers in Canada coming to the United States?

"Too many printers go to the United States with pie in the sky aspirations, but they’re
dreaming. Auty sells unique things with definite benefits for our clients. A general printer
in Ottawa for example, is dreaming if he thinks he can sell in the U.S, he is too far from his
customers to sell to them. Printing is very service oriented and if you can’t deliver overnight
or provide the things customers need, when they need them, you won’t succeed. Canadian
printers must learn that there are a multitude of opportunities in the States and if you provide
something that is unique, ie. not general printing, you can exploit these opportunities. "

How?

"By getting down to the States themselves (the owners) and exploring markets,
attending trade shows, networking, and finding the real reason that Americans would want to
buy from Canadian printers. For example, Auty found that there was a quality difference,
our quality was much better and it became a selling point. Just getting a sales rep wont do
it. A good first step is to join the PIA so you can talk to U.S. printers. Auty is one of only
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three printers in the PIA. Why? Because other printers aren’t taking advantage of the
networking and information potential in trade organizations. After this, the best route is to
establish a base of operations in the United States."

Is it possible to expand your U.S. market once you have entered?
"Yes, we are currently developing a cutting edge in-store signage system that will
offer significant new benefits to signage customers."

2. LOWE MARTIN
Lowe Martin is a mid-sized sheetfed printer located in Ottawa. The company

employs approximately 200 people and had revenues of $30 million in 1992. The company
is privately owned and managed by Don Griffin. Through large investments, in "high tech"
front end equipment, presses, bindery equipment and capable people, Mr. Griffin has made
Lowe Martin one of the best equipped sheet fed printers in the industry. Lowe Martin
performs the majority of its business in the Ottawa area, it is a well recognized sheet fed full
service printer, but its niche is high tech printing. Customers in this niche need front end
capabilities such as image editing, image storage, and the ability to work completely from
computer diskette. In addition, Lowe Martin provides its customers with the quick high
quality produced from digital image printing (DI) or Heidelberg presses. Lowe Martin has
not yet expanded to the United States. They are currently planning to do so and have
conducted a extensive research of potential U.S. markets. Mr. Griffin and Randy Pope,
Director of Synergy, were interviewed for their U.S. expansion plans and other areas of
interest to Canadian printers considering exporting.

How big should a printer be before he attempts to expand or export?
Pope: "If you can’t service your own market, for example if you only service 2% of
your market, then you can’t expand. You have to offer something that isn’t being offered in

the States already to overcome the geographic barrier."

Have you considered using a U.S. print broker?
Pope: "Print brokers are not specific enough for us. We need a dedicated rep who
knows specifically how to sell the value that Lowe Martin can add to the printer-client

relationship. "

How much would your own rep cost?
Pope: "Probably about 150 grand a year. That would include the office expenses,

salary or draw, transportation expenses, and all the general operating expenses. If you're
only doing 4 to 5 million a year (in revenues) your probably excluded from that."

Are there other ways to get into the States?
Pope: "Yes, if you are a very good niche printer, such as just postcards or just

calendars, then you can target your market. If you are very good and low cost you can be
competitive. There are too many general printers in the U.S already and being the 101st
supplier on a buyers list won’t work. You must specialize to do well. v
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How does Lowe Martin do that?

Pope: "We offer value added high tech like image editing, video storage and direct
image (DI) printing. Our strategy is to find the cities that lack this specialty and fill the
niche."

How do you find specialties that are lacking in an area?

Pope: "Your first focus should be on the print buyers who buy your specialty. If we
find a center that isn’t being serviced by big high tech printers, like Donnelly, and it has a
base of customers that need our service then we will get in."

How do you get in?

Griffin: "Buying out a company is one way, or form a partnership. The way
communications are it is easy to work between plants and build economies. Working from
disk, the computer, the fax, the modem all make this possible."

What sort of partner would you seek?

Griffin: "You must find a partner that needs what you have. One has money, but no
ideas. The other has ideas, but no money. You must offer something of value. For
example, Lowe Martin offers high tech front end, DI and many other benefits. "

How would you initiate the joint venture?

Griffin: "Effective desire for expansion is a prerequisite. Once you have that, you
must find your target clients and examine their literature, do feasibility studies, investigate
the competition. Talk to suppliers and see who has bought new innovative equipment in the
area. Then you must answer some questions: can you get the markups you want? The ROI
you want?"

What is your target market?

Pope: "Lowe Martin looks for high tech companies. Scientists and engineers have
printed journals that need constant re-manipulation which utilizes our image editing and DI
abilities. In addition, there are similar cultures: high tech engineers like high tech printers."

What are ways to establish contacts in the United States?

Griffin: "A company looking to expand must network. Networking with local U.S.
company executives is a good place to start. Lowe Martin knows the president of Xerox,
U.S.A. because he used to be in Ottawa. We reestablished those ties when he was promoted
and our di-cut tab business went from Xerox, Canada to Xerox, United States."

What will be the long term impact of NAFTA and the FTA?

Griffin: "We lost that Xerox business I just mentioned to Mexico because it is low
tech. Printers in Mexico have lower labor costs and low tech printing companies will
continue to take advantage of this. Without trade barriers, you must be able to compete with
high tech and if you can’t compete on high tech then you must compete on service and

quality.”



Section 6: Appendices

3. McLaren, Morris & Todd

McLaren, Morris & Todd was founded in 1956. It currently has 240 employees and
1992 gross revenues were $45 million. All their production is completed in one plant. Its
specialties are greeting cards which are printed for Hallmark. It also specializes in labels for
consumer goods such as food, laundry, and soft drinks. Another area of production for
MM&T is direct mail products. Its plant has very little pre-press other than plate making
and the main production presses are sheet fed and half web presses. Currently, the chairman
and managing partner, Mr. John Morris has been working with MM&T since 1966 and was
the executive interviewed for the survey. Approximately 10% of the revenues of MM&T are

generated from export of labels to the United States.

What is your U.S. export strategy?
"We focus mainly on our consumer goods label business. Our strategy is to focus on

Canadian companies that are subsidiaries of U.S. companies or to work with Canadian
companies that have subsidiaries in the United States. For example, Proctor & Gamble is a
U.S. company with a Canadian subsidiary. We might get entry by working with their
Canadian operations or we try to may sell directly to their U.S. parent company."

What is the primary obstacle for you when trying to get U.S. business?

"The *Printed in Canada’ marking requirement is a major negative. We had the
opportunity to do a large volume direct mail piece, but were prevented from doing so
because of the marking requirement. The reason we have been successful with labels is that
U.S. law does not require country of origin marking on labels. "

Have you ever considered buying out a U.S. company?
"At the moment we believe this will have to be our strategy. There is a significant
provincial attitude among purchasers in the United States which prevents entry."

Have you tried a dedicated sales rep in a U.S. market?

"We tried that and it was totally ineffective. The main objection was that MM&T is
a foreigner and why should I print with you when I can print down the street. We were
focused on our consumer goods labels’ niche in the large New York market, but we still
could not gain entry. The cost of the office for one year was approximately 100,000 dollars.
It was not the rep’s fault either because I made many sales calls with him. We thought New
York was a city where we would face less of the "Buy American’ attitude, but this was not
the case. One time I made a call with the rep on a Minneapolis company who seemed very
interested. We were invited to make a presentation to the key decision makers and on the
day of the presentation, we were greeted by a secretary wearing a big pin that said, "Buy
American.’ I turned to my rep and said, *We’re not selling anything here,” and I was right.
We went into the meeting and were faced with a group of executives that were almost visibly

upset."

Have you experienced any border crossing problems?
"We have always taken care of our paperwork so we have never experienced any
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problems in this area."

What would it take for a Canadian company to be successful in the United States?

"We have come to the conclusion that you must set up and operation in the States and
we believe it would have to be a production base. This would give us credibility and entry
into the market. Canadians, unlike Americans, will welcome in the world. We are the
largest importer of printed goods on a per capita basis. Unfortunately, this is not the case in
the States so we are trying to adjust to the market."

If you were researching a U.S. market, what questions would you ask a local buyer?
"We would like to know more about buyers in the paper label and direct mail
industries. Any consumer goods company. The first question I would ask would be ’is there

any need to have a base of operations in the United States.”"



Section 6: Appendices

4. Webcom

Webcom is a web press printer specializing in softcover books, catalogs and
directories. It is privately owned and based in Toronto, where all production takes place. It
has a sales volume of $25 million per year and approximately 200 employees.
Approximately 30% of its business is performed in the United States where it has sales
offices in Cleveland, New York City, and Boston. The interviewee representing Webcom is
Mike Colinge, Vice President of Marketing and Sales.

What are the main obstacles for a Canadian web printer when trying to enter the
United States market?

"The main obstacle is gaining credibility with U.S. publishers. Webcom was not
affected by the Free Trade Agreement. Books have always been traded between the United
States and Canada without duty because of each country’s laws regarding freedom of
information. However, there are marking difficulties requiring Canadian book printers to put
’Printed in Canada’ on their products. In addition, costs to comply with U.S. tax codes can
be high. We have to hire accountants to make sure we are in compliance with U.S. payroll
taxes, pension requirements, and workman’s compensation."

How do you pick which U.S. market you will enter?

"Webcom’s business is set up around niches. We investigate and target specific
markets, our Boston office is a good example. In Boston we only sell to colleges and
universities. We chose NYC and Cleveland for our other U.S. offices because there are
large concentrations of book publishers. "

How are your U.S. branch offices set up?

"All of our U.S. offices have only one employee, the sales rep. Costs for the .S,
offices have run about 100 to 150 thousand per year and we expect it will take from 1 to 2
years before a branch starts to become profitable. Our reps are U.S. citizens which we
selected for their experience in their market. We target accounts in areas other than NYC,
Boston or Cleveland. We do this by contacting the target accounts by phone from our
Toronto office and then following up with a visit to their location."

What are obstacles to generating U.S. accounts?

"U.S. buyers are not scared of doing business over long distances, so our location is
not a real obstacle. The buyer’s main concerns are cost, product quality, service and
reliability. However, there is definitely a very strong 'Buy American’ loyalty that has been
building over the last couple of years. This is mainly due to the recession and the media
*Buy American’ campaigns. As a result, we can not just be good, we have to be better."

Do U.S. customers require any special treatment?

" Absolutely, our objective from day one is to make it seem that Webcom is the
printer down the street. Webcom takes care of all the issues, for example we never use any
metric measurements, pricing is all in U.S. dollars, and we take care of all export required
documentation. It is essential that buying from Webcom is no different than buying from
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anyone down the street. Included in that is discussing unpopular issues like "Printed in
Canada’ marking requirements. This can be a very sensitive issue for our customers. "

Can you do anything to help these "marking sensitive" customers?

"The most prominent marking areas are on the cover and if it is a concern to our
customer we try to get the marking off the cover. We do not have to put "Printed in
Canada’ on the cover unless the name and address of the publisher is there. We check with
the customer and if they do not feel that is important to have their name and address there
we take their name and address off and have the ’Printed in Canada’ in notation on the
copyright page."

Are shipping costs a problem?

"Qur shipping cost typically run less than 5% of the total cost of the job which in
most cases is less than our U.S. competition. We always inform the customer of these added
shipping costs up front so there are no surprises when they receive the product. All the
shipping is done through independent carriers. In some cases we prepackage the shipment
for U.S. Postal secondary shipment once it is unloaded in Buffalo. We do ship directly from
Toronto using major carriers, the costs can be very high, but because we ship a large amount
on a regular basis we have been able to negotiate with the carriers to get the costs more
competitive. "

Have you experienced any difficulties or delays at Customs?

"In most cases U.S. customs is not a problem. We do enough shipping that is all
taken care of electronically so border crossing is really a non-issue. There are Customs
issues where they may question a product’s classification or there may be Customs clearance
fee changes so we work closely with our Customs brokers. Customs clearance fees usually
run about 100 to 200 dollars per truckload."

Is there a competitive pricing disadvantage for Canadian web printers?
"We have found that U.S. printers’ pricing is consistent with our pricing so
competition has typically been on other issues."

Are there any special abilities that allow Webcom to export to the United States?

"There are more similarities than differences between the U.S. and Canadian markets.
Doing business with a U.S. customer is not like doing business with a German or French
customer. The main thing that allows Webcom to export to the United States is that we have
taken the initiative and made the investment in time and effort to go down and find out what
it takes to be successful. What I see with Canadian printing companies is the initial effort
and follow through is not there. Just because the United States market is ten times the size
of the Canadian market does not mean you can go down and get a small piece (of the
market) and be successful. However, if you are good at what you do up here there is no
reason to believe you can not go down and exploit that niche in the United States. "

If you were contacting buyers in a potential U.S. market who would they be? What



Section 6: Appendices

competitive information would you like to know?

"Our competition are the larger companies, the Donnellys and Bantas. If we were
moving into a U.S. market we would like to know what segments the large web presses are
serving in that area."
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5. Henderson Printing

Due to a technical failure in the recording equipment, transcripts for the interview
with Lyle Henderson are unavailable. Responses are recreated from notes taken during the
interview, and approved by Mr. Henderson.

How have you overcome the "Printed in Canada" labeling requirement?"

I print entertainment programs for a woman in the U.S.. She didn’t want "Printed in
Canada" on the cover of the program because she thought the marking might upset her
patrons. I pointed out that the marking could be on an inconspicuous page inside the catalog.
She didn’t realize this was possible, but decided to buy from us when I explained it was.

Have you run into any biases or misconceptions among U.S. print buyers?

Yes, I currently have a buyer in a U.S. town just 50 miles from my plant. This print
buyer was getting all the company’s printing done in Syracuse, which is over 150 miles
away. I explained to the buyer that I could supply their printing, but the first reaction I got
was that my plant was too far away. For some reason, buyers think Canada is near the
North Pole. The second reaction was that international trade was too hard. U.S. buyers
seem to think that there is a wall at the border.
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18. Occupation 19. Waivers
20. INS File 21. INS FCO
A -
22. Petition Number 23. Program Number
24. [J Bond 35. [ Prospective Student

26. Itinerary Comments

27. TWOV Ticket Number

A nonimmigrant who accepts unauthorized employment is subject to
deportation.

Important - Retain this permit in your possession: you must surrender it when you
leave the U.S. Failure to do so may delay your entry into the U.S. in the future.

You are authorized to stay in the U.S. only until the date wntten on this form. To
remain past this date. without permission from immigration authorities. is a

violation of the law.

- By sea or air, to the trans ortation line: -

- Across the Canadian border. to a Canadian Official:

- Across the Mexican border, to a U.S. Official.
Students planning to reenter the U.S. within 30 days to return to the same school.
see “Arrival-Departure " on page 2 of Form 1-20 prior to surrendering this permit.

Record of Changes

Port: Departure Record

Date:
Carrier:

Flight #/Ship Name:

For sale by the Superintendent of Documents, U.S. Government Printing Office
Washington. D.C.' 20402



Section 6: Appendices

Appendix K

NAFTA Chapter 16
"Temporary Entry for

Business Persons"






Chapter Sixteen

Temporary Entry for Business Persons

Article 1601: General Principles

Further to Article 102 (Objectives), this Chapter reflects the preferential trading
relationship between the Parties, the desirability of facilitating temporary entry on a
reciprocal basis and of establishing transparent criteria and procedures for temporary
entry, and the need to ensure border security and to protect the domestic labor force and
permanent employment in their respective territories.

Article 1602: General Obligations

5 Each Party shall apply its measures relating to the provisions of this Chapter in
accordance with Article 1601 and, in particular, shall apply expeditiously those measures
so as to avoid unduly impairing or delaying trade in goods or services or conduct of
investment activities under this Agreement.

¥ The Parties shall endeavor to develop and adopt common criteria, definitions and

interpretations for the implementation of this Chapter.

Article 1603: Grant of Temporary Entry

1. Each Party shall grant temporary entry to business persons who are otherwise
qualified for entry under applicable measures relating to public health and safety and
national security, in accordance with this Chapter, including the provisions of Annex
1603.

£ A Party may refuse to issue an immigration document authorizing employment to a
business person where the temporary entry of that person might affect adversely:

(a) the settlement of any labor dispute that is in progress at the place or
intended place of employment; or

(b)  the employment of any person who is involved in such dispute.

3. When a Party refuses pursuant to paragraph 2 to issue an immigration document
authorizing employment, it shall:
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(a) inform in writing the business person of the reasons for the refusal; and

(b)  promptly notify in writing the Party whose business person has been refused
entry of the reasons for the refusal.

4. Each Party shall limit any fees for processing applications for temporary entry of
business persons to the approximate cost of services rendered.

Article 1604: Provision of Information
3, Further to Article 1802 (Publication), each Party shall:

(a) provide to the other Parties such materials as will enable them to become
acquainted with its measures relating to this Chapter; and

(b)  no later than one year after the date of entry into force of this Agreement,
prepare, publish and make available in its own territory, and in the
territories of the other Parties, explanatory material in a consolidated
document regarding the requirements for temporary entry under this
Chapter in such a manner as will enable business persons of the other
Parties to become acquainted with them.

Z. Subject to Annex 1604.2, each Party shall collect and maintain, and make available
to the other Parties in accordance with its domestic law, data respecting the granting of
temporary entry under this Chapter to business persons of the other Parties who have .been
issued immigration documentation, including data specific to each occupation, profession
or activity.

Article 1605: Working Group

1. The Parties hereby establish a Temporary Entry Working Group, comprising
representatives of each Party, including immigration officials. :

- & The Working Group shall meet at least once each year to consider:
(a) the implementation and administration of this Chapter;

(b)  the development of measures to further facilitate temporary entry of
business persons on a reciprocal basis;
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(©) the waiving of labor certification tests or procedures of similar effect for
spouses of business persons who have been granted temporary entry for
more than one year under Section B, C or D of Annex 1603; and

(d) proposed modifications of or additions to this Chapter.

Article 1606: Dispute Settlement

5 A Party may not initiate proceedings under Article 2007 (Commission - Good
Offices, Conciliation and Mediation) regarding a refusal to grant temporary entry under
this Chapter or a particular case arising under Article 1602(1) unless:

(a) the matter involves a pattern of practice; and

(b) the business person has exhausted the available administrative remedies
regarding the particular matter.

2. The remedies referred to in paragraph (1)(b) shall be deemed to be exhausted if a
final determination in the matter has not been issued by the competent authority within
one year of the institution of an administrative proceeding, and the failure to issue a
determination is not attributable to delay caused by the business person.

Article 1607: Relation to Other Chapters

Except for this Chapter, Chapters One (Objectives), Two (General Definitions),
Twenty (Institutional Arrangements and Dispute Settlement Procedures) and Twenty-Two
(Final Provisions) and Articles 1801 (Contacts Points), 1802 (Publication), 1803
(Notification and Provision of Information) and 1804 (Administrative Proceedings), no
provision of this Agreement shall impose any obligation on a Party regarding its
immigration measures.

Article 1608: Definitions
For purposes of this Chapter:

business person means a citizen of a Party who is engaged in trade in goods, the
provision of services or the conduct of investment activities;

citizen means "citizen" as defined in Annex 1608 for the Parties specified in that Annex;
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existing means "existing" as defined in Annex 1608 for the Parties specified in that

Annex; and

temporary entry means entry into the territory of a Party by a business person of another
Party without the intent to establish permanent residence.
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Annex 1603

Annex 1603

Temporary Entry for Business Persons

Section A - Business Visitors

1. Each Party shall grant temporary entry to a business person seeking to engage in a
business activity set out in Appendix 1603.A.1, without requiring that person to obtain an
employment authorization, provided that the business person otherwise complies with
existing immigration measures applicable to temporary entry, on presentation of:

(@)  proof of citizenship of a Party;

(b) documentation demonstrating that the business person will be so engaged
and describing the purpose of entry; and

(c)  evidence demonstrating that the proposed business activity is international in

scope and that the business person is not seeking to enter the local labor
market.

2. Each Party shall provide that a business person may satisfy the requirements of
paragraph 1(c) by demonstrating that:

(a) the primary source of remuneration for the proposed business activity is
outside the territory of the Party granting temporary entry; and

(b)  the business person’s principal place of business and the actual place of
accrual of profits, at least predominantly, remain outside such territory.

A Party shall normally accept an oral declaration as to the principal place of bﬁsiness and
the actual place of accrual of profits. Where the Party requires further proof, it shall
normally consider a letter from the employer attesting to these matters as sufficient proof.

3 Each Party shall grant temporary entry to a business person seeking to engage ina
business activity other than those set out in Appendix 1603.A.1, without requiring that
person to obtain an employment authorization, on a basis no less favorable than that
provided under the existing provisions of the measures set out in Appendix 1603.A.3,
provided that the business person otherwise complies with existing immigration measures
applicable to temporary entry.

16-5



Annex 1603

4. No Party may:

(a) as a condition for temporary entry under paragraph 1 or 3, require prior
: approval procedures, petitions, labor certification tests or other procedures
of similar effect; or

(b) impose or maintain any numerical restriction relating to temporary entry
under paragraph 1 or 3.

o Notwithstanding paragraph 4, a Party may require 2 business person seeking
temporary entry under this Section to obtain a visa or its equivalent prior to entry. Before
imposing a visa requirement, the Party shall consult, on request, with a Party whose
business persons would be affected with a view to avoiding the imposition of the
requirement. With respect to an existing visa requirement, a Party shall consult, on
request, with a Party whose business persons are subject to the requirement with a view to
its removal.

Section B - Traders and Investors

1. Each Party shall grant temporary entry and provide confirming documentation to a
business person seeking to:

(a) carry on substantial trade in goods or services principally between the
territory of the Party of which the business person is a citizen and the
territory of the Party into which entry is sought, or

(b)  establish, develop, administer or provide advice or key technical services to
the operation of an investment to which the business person or the business
person’s enterprise has committed, or is in the process of committing, a
substantial amount of capital, in a capacity that is supervisory, executive Or
involves essential skills, v

provided that the business person otherwise complies with existing immigration measures
applicable to temporary entry.

8 No Party may:

(@) as a condition for temporary entry under paragraph 1, require labor
certification tests or other procedures of similar effect; or
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(b) impose or maintain any numerical restriction relating to temporary entry
under paragraph 1.

. % Notwithstanding paragraph 2, a Party may require a business person seeking
temporary entry under this Section to obtain a visa or its equivalent prior to entry.

Section C - Intra-Company Transferees

1. Each Party shall grant temporary entry and provide confirming documentation to a
business person employed by an enterprise who seeks to render services to that enterprise
or a subsidiary or affiliate thereof, in a capacity that is managerial, executive or involves
specialized knowledge, provided that the business person otherwise complies with existing
immigration measures applicable to temporary entry. A Party may require the business
person to have been employed continuously by the enterprise for one year within the
three-year period immediately preceding the date of the application for admission.

2 No Party may:

(@) as a condition for temporary entry under paragraph 1, require labor
certification tests or other procedures of similar effect; or

(b)  impose or maintain any numerical restriction relating to temporary entry
under paragraph 1.

4 Notwithstanding paragraph 2, a Party may require a business person seeking
temporary entry under this Section to obtain a visa or its equivalent prior to entry. Before
imposing a visa requirement, the Party shall consult with a Party whose business persons
would be affected with a view to avoiding the imposition of the requirement. With
respect to an existing visa requirement, a Party shall consult, on request, with a Party
whose business persons are subject to the requirement with a view to its removal.

Section D - Professionals
1. Each Party shall grant temporary entry and provide confirming documentation to a
business person seeking to engage in a business activity at a professional level in a

profession set out in Appendix 1603.D.1, if the business person otherwise complies with
existing immigration measures applicable to temporary entry, on presentation of:
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(@)  proof of citizenship of a Party; and

(b)  documentation demonstrating that the business person will be so engaged
and describing the purpose of entry.

2. No Party may:

(a)  as a condition for temporary entry under paragraph 1, require prior
approval procedures, petitions, labor certification tests or other procedures
of similar effect; or

(b)  impose or maintain any numerical restriction relating to temporary entry
under paragraph 1.

3 Notwithstanding paragraph 2, a Party may require a business person seeking
temporary entry under this Section to obtain a visa or its equivalent prior to entry. Before
imposing a visa requirement, the Party shall consult with a Party whose business persons
would be affected with a view to avoiding the imposition of the requirement. With
respect to an existing visa requirement, a Party shall consult, on request, with a Party
whose business persons are subject to the requirement with a view to its removal.

4. Notwithstanding paragraphs 1 and 2, a Party may establish an annual numerica:l
limit, which shall be set out in Appendix 1603.D.4, regarding temporary entry of business
persons of another Party seeking to engage in business activities at a professional level in
a profession set out in Appendix 1603.D.1, if the Parties concerned have not agreed
otherwise prior to the date of entry into force of this Agreement for those Parties. In
establishing such a limit, the Party shall consult with the other Party concerned.

5. A Party establishing a numerical limit pursuant to paragraph 4, unless the Parties
concerned agree otherwise: . :

(a) shall, for each year after the first year after the date of entry into force of.
this Agreement, consider increasing the numerical limit set out in Appendix
1603.D.4 by an amount to be established in consultation with the other
Party concerned, taking into account the demand for temporary entry under
this Section;

(b)  shall not apply its procedures established pursuant to paragraph 1 to the
temporary entry of a business person subject to the numerical limit, but
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may require the business person to comply with its other procedures
applicable to the temporary entry of professionals; and

(c) may, in consultation with the other Party concerned, grant temporary entry
under paragraph 1 to a business person who practices in a profession where
accreditation, licensing, and certification requirements are mutually
recognized by those Parties.

6. Nothing in paragraph 4 or 5 shall be construed to limit the ability of a business
person to seek temporary entry under a Party’s applicable immigration measures relating
to the entry of professionals other than those adopted or maintained pursuant to paragraph
¥

T Three years after a Party establishes a numerical limit pursuant to paragraph 4, it
shall consult with the other Party concerned with a view to determining a date after which
the limit shall cease to apply.
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Appendix 1603.A.1
Business Visitors
Research and Design
- Technical, scientific and statistical researchers conducting independent research or
research for an enterprise located in the territory of another Party.
Growth, Manufacture and Production
¢ Harvester owner supervising a harvesting crew admitted under applicable law.
- Purchasing and production management personnel conducting commercial
transactions for an enterprise located in the territory of another Party.
Marketing

- Market researchers and analysts conducting independent research or analysis or
research or analysis for an enterprise located in the territory of another Party.

- Trade fair and promotional personnel attending a trade convention.

Sales

- Sales representatives and agents taking orders or negotiating contracts for goqu or
services for an enterprise located in the territory of another Pany but not delivering
goods or providing services. : '

- Buyers purchasing for an enterprise located in the territory of another Party.
Distribution

- Transportation operators transporting goods or passengers to the territory of a
Party from the territory of another Party or loading and transporting goods or
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passengers from the territory of a Party, with no unloading in that territory, t0 the
territory of another Party.

- With respect to temporary entfy into the territory of the United States, Canadian
customs brokers performing brokerage duties relating to the export of goods from
the territory of the United States to or through the territory of Canada.

- With respect to temporary entry into the territory of Canada, United States customs
brokers performing brokerage duties relating to the export of goods from the
territory of Canada to or through the territory of the United States.

- Customs brokers providing consulting services regarding the facilitation of the
import or export of goods.

After-Sales Service

- Installers, repair and maintenance personnel, and supervisors, possessing
specialized knowledge essential to a seller’s contractual obligation, performing
services or training workers to perform services, pursuant to a warranty or other
service contract incidental to the sale of commercial or industrial equipment or
machinery, including computer software, purchased from an enterprise located

outside the territory of the Party into which temporary entry is sought, during the
life of the warranty or service agreement.

General Service

- Professionals engaging in a business activity at a professional level in a profession
- set out in Appendix 1603.D.1.

G Management and supervisory personnel engaging in a commercial transaction for
an enterprise located in the territory of another Party.

- Financial services personnel (insurers, bankers or investment brokers) engaging in
commercial transactions for an enterprise located in the territory of another Party.

. Public relations and advertising personnel consulting with business associates, or
attending or participating in conventions.
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- Tourism personnel (tour and travel agents, tour guides or tour operators) attepding
or participating in conventions or conducting a tour that has begun in the territory
of another Party.

- Tour bus operators entering the territory of a Party:

(@)  with a group of passengers on a bus tour that has begun in, and will return
to, the territory of another Party; '

(b) to meet a group of passengers on a bus tour that will end, and the
predominant portion of which will take place, in the territory of another
Party; or

(c)  with a group of passengers on a bus tour to be unloaded in the territory of
the Party into which temporary entry is sought, and returning with no
passengers or reloading with the group for transportation to the territory of
another Party.

Translators or interpreters performing services as employees of an enterprise
located in the territory of another Party.

Definitions

For purposes of this Appendix:

territory of another Party means the territory of a Party other than the territory of the
Party into which temporary entry is sought;

tour bus operator means a natural person, including relief personnel ac'companyilfg or
following to join, necessary for the operation of a tour bus for the duration of a trip; and

transportation operator means a natural person, other than a tour bus operator, including

relief personnel accompanying or following to join, necessary for the operation of a
vehicle for the duration of a trip.

16-12



Annex 1603

Appendix 1603.A.3
Existing Immigration Measures
1 In the case of Canada, subsection 19(1) of the Immigrarion Regulations, 1978,

SOR/78-172, as amended, made under the Immigration Act, R.S.C. 1985, c. I-2, as
amended.

Z In the case of the United States, section 101(a)(15)(B) of the Immigration and
Nationaliry Act, 1952, as amended.

3. In the case of Mexico, Chapter III of the Ley General de Poblacion, 1974, as
amended.
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Appendix 1603.D.1

Professionals

PROFESSION'

General

Accountant
Architect

Computer Systems Analyst

Disaster Relief Insurance Claims Adjuster (claims
adjuster employed by an insurance company located
in the territory of a Party, or an independent claims
adjuster)

Economist

Engineer

MINIMUM EDUCATION REQUIREMENTS
AND ALTERNATIVE CREDENTIALS

Baccalaureate or Licenciatura Degree; or C.P.A.,
C.A., C.G.A. or CM.A.

Baccalaureate or Licenciatura Degree; or
state/provincial license’

Baccalaureate or Licenciatura Degree; or Post-
Secondary Diploma’® or Post-Secondary Certificate®,
and three years experience

Baccalaureate or Licenciatura Degree, and successful
completion of training in the appropriate areas of
insurance adjustment pertaining to disaster relief
claims; or three years experience in claims
adjustment and successful completion of training in
the appropriate areas of insurance adjustment
pertaining to disaster relief claims

Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree; or
state/provincial license

‘. A business person seeking temporary entry under this Appendix may also perform training functions
- relating to the profession, including conducting seminars. :

2 " e .

Sfate/provmcxal license" and "state/provincial/federal license” mean any document issued by a
state, provincial or federal government, as the case may be, or under its authority, but not by a local
government, that permits a person to engage in a regulated activity or profession.

3 "Post-SeFondary Diploma" means a credential issued, on completion of two or more years of post-
secondary education, by an accredited academic institution in Canada or the United States.

4 wpost-Secondary Certificate” means a certificate issued, on completion of two or more years of
post-secondary education at an academic institution, by the federal government of Mexico or a state
government in Mexico, an academic institution recognized by the federal government or a state government,
or an academic institution created by federal or state law.
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Forester

Graphic Designer

Hotel Manager

Industrial Designer

Interior Designer

Land Surveyor

Landscape Architect
Lawyer (including Notary in the Province of Quebec)

Librarian

Management Consultant

Mathematician (including Statistician)

Range Manager/
Range Conservationalist

Research Assistant
(working in a post-secondary educational institution)

Annex 1603

Baccalaureate or Licenciatura Degree; or
state/provincial license

Baccalaureate or Licenciatura Degree; or Post-
Secondary Diploma or Post-Secondary Certificate,
and three years experience

Baccalaureate or Licenciatura Degree in
hotel/restaurant management; or Post-Secondary
Diploma or Post-Secondary Certificate in
hotel/restaurant management, and three years
experience in hotel/restaurant management

Baccalaureate or Licenciatura Degree; or Post-
Secondary Diploma or Post-Secondary Certificate,
and three years experience

Baccalaureate or Licenciatura Degree; or Post-
Secondary Diploma or Post-Secondary Certificate,
and three years experience

Baccalaureate or Licenciatura Degree; or
state/provincial/federal license

Baccalaureate or Licenciatura Degree

LL.B., J.D., LL.L., B.C.L. or Licenciatura Degree
(five years); or membership in a state/provincial bar

M.L.S. or B.L.S. (for which another Baccalaureate
or Licenciatura Degree was a prerequisite)

Baccalaureate or Licenciatura Degree; or equivalent
professional experience as established by statement
or professional credential attesting to five years
experience as a management consultant, or five years
experience in a field of specialty related to the
consulting agreement .

Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree
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Scientific Technician/Technologist'

Social Worker
Sylviculturist (including Forestry Specialist)

Technical Publications Writer

Urban Planner (including Geographer)
Vocational Counsellor
Medical/Allied Professional

Dentist

Dietitian

Medical Laboratory Technologist (Canada)/Medical
Technologist (Mexico and the United States)*

Nutritionist

Occupational Therapist

Pharmacist

Annex 1603

Possession of (a) theoretical knowledge of any of the
following disciplines: agricultural sciences,
astronomy, biology, chemistry, engineering,
forestry, geology, geophysics, meteorology or
physics; and (b) the ability to solve practical
problems in any of those disciplines, or the ability to
apply principles of any of those disciplines to basic
or applied research

Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree; or Post-
Secondary Diploma or Post-Secondary Certificate,
and three years experience

Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree

D.D.S., D.M.D., Doctor en Odontologia or Doctor
en Cirugia Dental; or state/provincial license

Baccalaureate or Licenciatura Degree; or
state/provincial license

Baccalaureate or Licenciatura Degree; or Post-
Secondary Diploma or Post-Secondary Certificate,
and three years experience

Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree; or
state/provincial license :

Baccalaureate or Licenciatura Degree; or
state/provincial license

s ' A business person in this category must be seeking temporary entry to work in direct support of
professionals in agricultural sciences, astronomy, biology, chemistry, engineering, forestry, geology,

geophysics, meteorology or physics.

2 A business person in this ‘category must be seeking temporary entry to perform in a laboratory
chemical, biological, hematological, immunologic, microscopic or bacteriological tests and analyses for

diagnosis, treatment or prevention of disease.
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Physician (teaching or research only)

Physiotherapist/ Physical Therapist

Psychologist

Recreational Therapist

Registered Nurse

Veterinarian

Scientist

Agriculturist (including Agronomist)
Animal Breeder
Animal Scientist
Apiculturist
Astronomer
Biochemist
Biologist
Chemist

Dairy Scientist
Entomologist
Epidemiologist
Geneticist
Geologist

Geochemist

Geophysicist (including Oceanographer in Mexico

and the United States)
Horticulturist

Meteorologist

Annex 1603

M.D. or Doctor en Medicina; or state/provincial

license

Baccalaureate or Licenciatura Degree; or

state/provincial license

State/provincial license; or
Licenciatura Degree

Baccalaureate or Licenciatura Degree

State/provincial license; or
Licenciatura Degree

D.V.M., D.M.V. or Doctor en Veterinaria; or

state/provincial license

Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Dégree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree
Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree

Baccalaureate or Licenciatura Degree
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Pharmacologist Baccalaureate or Licenciatura Degree
Physicist (including Oceanographer in Canada) Baccalaureate or Licenciatura Degree
Plant Breeder Baccalaureate or Licenciatura Degree
Poultry Scientist Baccalaureate or Licenciatura Degree
Soil Scientist Baccalaureate or Licenciatura Degree
Zoologist Baccalaureate or Licenciatura Degree
Teacher

College Baccalaureate or Licenciatura Degree
Seminary Baccalaureate or Licenciatura Degree
University Baccalaureate or Licenciatura Degree
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Appendix 1603.D.4

United States

&7 Beginning on the date of entry into force of this Agreement as between the United
States and Mexico, the United States shall annually approve as many as 5,500 initial
petitions of business persons of Mexico seeking temporary entry under Section D of
Annex 1603 to engage in a business activity at a professional level in a profession set out
in Appendix 1603.D.1.

2 For purposes of paragraph 1, the United States shall not take into account:
(@) the renewal of a period of temporary entry;

(b) the entry of a spouse or children accompanying or following to join the
principal business person;

(c) an admission under section 101(a)(15)(H)(i)(b) of the Immigration and
Nationality Act, 1952, as may be amended, including the worldwide
numerical limit established by section 214(g)(1)(A) of that Act; or

(d) an admission under any other provision of section 101(a)(15) of that Act
relating to the entry of professionals.

3 Paragraphs 4 and 5 of Section D of Annex 1603 shall apply as between the United
States and Mexico for no longer than:

(@) the period that such paragraphs or similar provisions may apply as between

the United States and any other Party other than Canada or any non-Party;
or ;

(b) 10 years after the date of entry into force of this Agreement as between
such Parties,

whichever period is shorter.
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Annex 1604.2

Provision of Information

The obligations under Article 1604(2) shall take effect with respect to Mexico one
year after the date of entry into force of this Agreement.
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Annex 1608

Country - Specific Definitions

For purposes of this Chapter:

citizen means, with respect to Mexico, a national or a citizen according to the existing
provisions of Articles 30 and 34, respectively, of the Mexican Constitution; and

existing means, as between:

(@) Canada and Mexico, and Mexico and the United States, in effect on the
date of entry into force of this Agreement; and

(b) Canada and the United States, in effect on January 1, 1989.
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The following Ports of Entry have Free Trade Specialists who may be able to provide you with the detailed information an
necessary documentation you request. The Specialists cannot guarantee the admission of any applicant.

NORTHERN BORDER

ALBANY 518-472-7140 BLAINE 206-332-8511 BUFFALO 716-885-3367
CALAIS 207-454-2546 CALGARY 403-221-1728 CHAMPLAIN 518-298-8433
DERBY LINE 802-873-3316 DETROIT 313-568-6019 EASTPORT 208-267-2183
EDMONTON 403-890-3549 ‘GRAND PORTAGE 218-475-2494 HIGHGATE SPRINGS  802-868-3349
HOULTON 207-945-0041 INTERNATIONAL FALLS 218-283-8611 JACKMAN 207-668-3151
MADAWASKA 207-728-4565 NIAGARA 716-282-3141 NORTON 802-822-5217
NOYES 218-823-6291 OROVILLE 509-476-3132 PORT HURON 810-982-0493
PORTAL 701-926-4221 RICHFORD 802-848-7766 SAULT STE. MARIE 906-632-8822
SUMAS 206-988-4781 . SWEETGRASS 406-335-2911 THOUSAND ISLAND  315-482-2681
TORONTO 416-676-2563 VAN BUREN 207-868-2202 VANCEBORO 207-788-3813
VANCOUVER 604-278-2520 WINNIPEG 204-783-5747

SOUTHERN BORDER

ANDRADE 619-572-0565 BROWNSVILLE 210-548-2620 CALEXICO 619-357-114¢
CORPUS CHRISTI 512-888-7528 DELRIO 512-775-7528 DOUGLAS 602-364-553:%
EAGLE PASS 512-773-9205 EL PASO 915-540-3131 GALVESTON 409-766-3581
HIDALGO 210-843-2201 HOUSTON 713-233-3710 LAREDO 512-722-540(
LUKEVILLE 602-627-2816 NOGALES 602-287-3609 ROMA 210-849-167¢
SAN ANTONIO 512-229-5130 SAN YSIDRO 619-428-7311 SASABE 602-287-881¢€
TUCSON 602-670-6130 WESLACO 210-565-9409

ENTERING THE UNITED STATES OF AMERICA UNDER
THE NORTH AMERICAN FREE TRADE AGREEMENT (NAFTA)

You must be a citizen of either Canada or Mexico. You must prove admissibility under all existing United States immigr
laws. You must establish that you qualify as a visitor for business, a treaty trader or investor, an intracompany transferee
professional.

DEFINITIONS:

1. Visitor for business: A person engaged in international business activities related to research and design, gr
manufacture and production, marketing, sales, distribution, after-sales service, and other general services reflectin
activities in a complete business cycle, and receiving no remuneration from a United States source.

2. Treaty Trader: A person coming to carry on substantial trade involving the flow of goods or services principally betwee
United States and Canada or between the United States and Mexico. Over 50% of the international trade must be cond
between the United States and the treaty country. The Treaty Trader must be a citizen of Canada or Mexico. An employe
trader may also qualify as a treaty trader if he or she is entering the United States in an executive or supervisory capacity;
employed in a lesser capacity, the employee must have skills which are essential to the efficient operation of the bus:
Issuance of a nonimmigrant visa is required prior to entry of both Canadians and Mexicans in this classification.

3. Treaty Investor: A citizen of either Canada or Mexico who is coming to the United States to develop and direct a bon:
enterprise in which they have made a substantial investment of capital and, thereby, own at least 50% or maintain a contr
interest. The employee of a treaty investor who will be employed in an executive or supervisory capacity, or who has skills s
are essential to the operation of the business, may also be classified as a treaty investor. Issuance of a nonimmigrant v
required prior to entry of both Canadians and Mexicans in this classification.

4. Intracompany transferee: A person coming to a United States parent, branch, subsidiary or affiliate of a foreign com
The person must have been employed abroad by the foreign company for at least one year out of the preceding three
executive, managerial, or specialized knowledge capacity. He or she must be coming to the United States for the purp
employment in an executive, managerial, or specialized knowledge capacity. A petition must be filed in behalf ¢
intracompany transferee on Form I-129 by either the United States or the foreign employer.

5. Professional: An alien who is a citizen of Canada or Mexico who seeks to enter the United States under and pursuant i
provisions of Section D of Annex 1603 of the North American Free Trade Agreement to engage in business activities
professional level.

6. Dependents: The spouse and children of the E - Treaty Trader or Treaty Investor are granted E status just like the prir
but are not authorized employment. The spouse and children of an Intracompany Transferee are classified L.-2 and may not-
The spouse and children of a professional alien are classified TD for Trade Dependent and are not authorized to 2

employment.

DOCUMENTATION:

1. A Canadian citizen seeking status as a visitor for business, an intracompany transferee, or a professional, may app
admission at a Port of Entry without first obtaining a nonimmigrant visa.
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2. A Mexican citizen seeking status as a visitor for business, an intracompany transferee, or a professional, may apply for
admission at a Port of Entry after obtaining a nonimmigrant visa or Border Crossing Card when seeking status as a visitor for
business, and the requisite nonimmigrant visa according classification as an intracompany transferee or a professional.

3. Both a Canadian and a Mexican citizen must proceed to a United States Consulate and have the requisite nonimmigrant visa
inserted in their passport or other travel document when seeking status as a treaty trader or investor. This applies even if the
Canadian citizen obtained a change of status to that of a treaty trader or investor. This is one of the few times when a Canadian

citizen would need to present a visa at the time of application for admission.

PROCEDURES FOR PROFESSIONAL STATUS

1. A Canadian citizen seeking professional status would present evidence of citizenship, a letter of employment offering
employment in professional status, evidence that he or she is in possession of said status, and appropriate evidence of compliance
with state licensure requirements.

2. A Mexican citizen seeking professional status would present a nonimmigrant visa issued by a United States Consulate. This
visa would be issued after a petition submitted by a would-be employer had first been approved.

3. Both the Canadian and the Mexican citizen may be admitted for a maximum initial period of one year in a professional

status.

4. The current listing of professional occupations in Appendix 1603.D.1 is as follows:

PROFESSION MINIMUM EDUCATIONAL REQUIREMENTS AND ALTERNATIVE CREDENTIALS!
Accountant Baccalaureate or Licenciatura degree; or C.P.A.,C.A., C.G.A.,orCM.A.

Architect Baccalaureate or Licenciatura degree; or state/provincial license.

Computer Systems Analyst Baccalaureate or Licenciatura degree; or Post-Secondary Diploma or Post Secondary Certificate

Disaster relief insurance
claims adjuster (claims

and three years' experience.
Baccalaureate or Licenciatura degree and successful completion of training in the appropriate
areas of insurance adjustment pertaining to disaster relief claims; or three years experience

adjuster employed by an in claims adjustment and successful completion of training in the appropriate areas of insurance
insurance company adjustment pertaining to disaster relief claims.
located in the territory
of a Party, or an
independent claims
adjuster)
Economist Baccalaureate or Licenciatura degree.
Engineer Baccalaureate or Licenciatura degree; or state/provincial license.
Forester Baccalaureate or Licenciatura degree; or state/provincial license.
Graphic designer Baccalaureate or Licenciatura degree; or post-secondary diploma and three years experience.

Hotel manager

Baccalaureate or Licenciatura degree in hotel/restaurant management; or post-secondary
diploma or post-secondary certificate in hotel/restaurant management and three years experience
in hotel/restaurant management.

Industrial designer Baccalaureate or Licenciatura degree; or post-secondary diploma or post-secondary certificate
; and three years experience. :
Interior designer Baccalaureate or Licenciatura degree; or post-secondary diploma or post-secondary certificate
and three years experience. :
Land surveyor Baccalaureate or Licenciatura degree or state/provincial/federal license.
Landscape architect Baccalaureate or Licenciatura degree.
Lawyer (including _ L.L.B.,J.D, L.L.L., B.C.L,, or Licenciatura degree (five years); or membership in a state/
Notary in the province provincial bar.
of Quebec)
Librarian M.L.S., or B.L.S. (for which another Baccalaureate or Licenciatura degree was a prerequisite).
Management consultant Baccalaureate or Licenciatura degree; or equivalent professional experience as established by
statement or professional credential attesting to five years experience as a management
3 consultant, or five years experience in a field of specialty related to the consulting agreement.
Mathematician Baccalaureate or Licenciatura degree.
(including statistician)
Range manager/ Baccalaureate or Licenciatura degree.
Range conservationist
Research assistant Baccalaureate or Licenciatura degree.
(working in a post-
secondary educational
institution)

1 For information regarding qualifications for the positions, additions or subtractions from Appendix 1603.D.1, and related

information, you should contact your local Immigration and Naturalization Service office, or a Free Trade Specialist at one of the
numbers listed on page 2.
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PROFESSION

Scientific technician/
technologist

Social worker

Sylviculturist
(including forestry
specialist)

Technical publications
writer

Urban planner
(including geographer)

Vocational counselor

MINIMUM EDUCATIONAL REQUIREMENTS AND ALTERNATIVE CREDENTIALS

Possession of (a) theoretical knowledge of any of the following disciplines: agricultural sciences,
astronomy, biology, chemistry, engineering, forestry, geology, geophysics, meteorology, or physics;
and (b) the ability to solve practical problems in any of those disciplines, or the ability to apply
principles of any of those disciplines to basic or applied research.

Baccalaureate or Licenciatura degree.

Baccalaureate or Licenciatura degree.

Baccalaureate or Licenciatura degree, or post-secondary diploma or post-secondary certificate, and

three years experience.
Baccalaureate or Licenciatura degree.

Baccalaureate or Licenciatura degree.

MEDICAL/ALLIED PROFESSIONALS

Dentist

Dietitian

Medical laboratory
technologist(Canada)/
medical technologist
(Mexico and the
United States)

Nutritionist

Occupational therapist

Pharmacist

Physician (teaching or
research only)

Physiotherapist/
physical therapist

Psychologist

Recreational therapist

Registered nurse

Veterinarian

SCIENTIST

Agriculturist (agronomist)

Animal breeder

Animal scientist

Apiculturist

Astronomer

Biochemist

Biologist

Chemist

Dairy scientist

Entomologist

Epidemiologist

Geneticist

Geochemist

Geologist

Geophysicist (including
oceanographer in
Mexico and the
United States)

Horticulturist

Meteorologist

Pharmacologist

Physicist (including
Oceanographer in
Canada)

Plant Breeder

Poultry scientist

Soil scientist

Zoologist

TEACHER

College
Seminary
University

D.D.S., D.M.D., Doctor en Odontologia or Doctor en Cirugia Dental or state/provincial license.
Baccalaureate or Licenciatura degree; or state/provincial license.

Baccalaureate or Licenciatura degree; or post-secondary diploma or post secondary certificate, and
three years experience.

Baccalaureate or Licenciatura degree.

Baccalaureate or Licenciatura degree; or state/provincial license.
Baccalaureate or Licenciatura degree; or state/provincial license.
M.D., Doctor en Medicina: or state/provincial license.

Baccalaureate or Licenciatura degree; or state/provincial license.

State/provincial license; or Licenciatura degree.

Baccalaureate or Licenciatura degree.

State/provincial license or Licenciatura degree.

D.V.M., D.M.V., or Doctor en Veterinaria; or state/provincial license.

Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.

Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.

Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.

Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
Baccalaureate or Licenciatura degree.
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HARMONIZED TARIFF SCHEDULE of the United States (1994) — Supplement 1

Annotated for Statistical Reporting Purposes
Page 1

General Rules of Interpretation:

GENERAL RULES OF INTERPRETATION

Classification of goods in the tariff schedule shall be governed by the following principles:

X

The table of contents, alphabetical index, and titles of sections, chapters and sub-chapters are provided
for ease of reference only; for legal purposes, classification shall be determined according to the terms
of the headings and any relative section or chapter notes and, provided such headings or notes do not
otherwise require, according to the following provisions:

(a) Any reference in a heading to an article shall be taken to include a reference to that article
incomplete or unfinished, provided that, as entered, the incomplete or unfinished article has the
essential character of the complete or finished article. It shall also include a reference to that

article complete or finished (or falling to be classified as complete or finished by virtue of this
rule), entered unassembled or disassembled. :

(b) Any reference in a heading to a material or substance shall be taken to include a reference to
mixtures or combinations of that material or substance with other materials or substances. Any
reference to goods of a given material or substance shall be taken to include a reference to goods

consisting wholly or partly of such material or substance. The classification of goods consisting
of more than one material or substance shall be according to the principles of rule 3.

When, by application of rule 2(b) or for any other reason, goods are, prima facie, classifiable under
two or more headings, classification shall be effected as follows:

(a) The heading which provides the most specific description shall be preferred to headings providing
a more general description. However, when two or more headings each refer to part only of
the materials or substances contained in mixed or composite goods or to part only of the items

in a set put up for retail sale, those headings are to be regarded as equally specific in relation

to those goods, even if one of them gives a more complete or precise description of the goods.

(b) Mixtures, composite goods consisting of different materials or made up of different componeats,

and goods put up in sets for retail sale, which cannot be classified by reference to 3(a), shall be

classified as if they consisted of the material or component which gives them their essential
character, insofar as this criterion is applicable.

(c) When goods cannot be classified by reference to 3(a) or 3(b), they shall be classified under the
heading which occurs last in numerical order among those which equally merit consideration.

Goods which cannot be classified in accordance with the above rules shall be classified under the

heading appropriate to the goods to which they are most akin. ¢

In addition to the foregoing provisions, the following rules shall apply in respect of the goods referred

to therein: :

(a) Camera cases, musical instrument cases, gun cases, drawing instrument cases, necklace cases
and similar containers, specially shaped or fitted to contain a specific article or set of articles,
suitable for long-term use and entered with the articles for which they are intended, shall be
classified with such articles when of a kind normally sold therewith. This rule does not,
however, apply to containers which give the whole its essential character;

(b) Subject to the provisions of rule 5(a) above, packing materials and packing containers entered
with the goods therein shall be classified with the goods if they are of a kind normally used for
packing such goods. However, this provision is not binding when such packing materials or

packing containers are clearly suitable for repetitive use.

For legal purposes, the classification of goods in the subheadings of a heading shall be determined
according to the terms of those subheadings and any related subheading notes and, musatis mutandis,
to the above rules, on the understanding that only subheadings at the same level are comparable. For
the purposes of this rule, the relative section, chapter and subchapter notes also apply, unless the
context otherwise requires.
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Additional U.S. Rules of Interpretation:

ADDITIONAL U.S. RULES OF INTERPRETATION

1.  In the absence of special language or context which otherwise requires—-

(@)

(®)

©

C))

a tariff classification controlled by use (other than actual use) is to be determined in accordance with
the use in the United States at, or immediately prior to, the date of importation, of goods of that class
or kind to which the imported goods belong, and the controlling use is the principal use;

a tariff classification controlled by the actual use to which the imported goods are put in the United
States is satisfied only if such use is intended at the time of importation, the goods are so used and
proof thereof is furnished within 3 years after the date the goods are entered;

a provision for of an article covers products solely or principally used as a part of such articles
but a provision for "parts” or "parts and accessories” shall not prevail over a specific provision for such
part or accessory; and

the principles of section XI regarding mixtures of two or more textile materials shall apply to the
classification of goods in any provision in which a textile material is named.
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GENERAL NOTES

Tariff Treatment of Imported Goods. All goods provided for in this schedule and imported into the customs
territory of the United States from outside thereof are subject to duty or exempt therefrom as prescribed in
general notes 3 and 4.

Customs Territory of the United States. The term *customs territory of the United States”, as used in the
tanff schedule, includes only the States, the District of Columbia and Puerto Rico.

Rates of Duty. The rates of duty in the "Rates of Duty” columns designated 1 ("General” and "Special®)
and 2 of the tariff schedule apply to goods imported into the customs territory of the United States as
hereinafter provided in this note: ”

(a) Rate of Duty Column 1.

(i) Exceptas provided in subparagraph (iv) of this paragraph, the rates of duty in column 1 are rates
which are applicable to all products other than those of countries enumerated in paragraph (b)

of this note. Column 1 is divided into two subcolumns, *General” and "Special®, which are
applicable as provided below.

(i) The "General® subcolumn sets forth the general most-favored-nation (MFN) rates which are
applicable to products of those countries described in subparagraph (i) above which are not
entitled to special tariff treatment as set forth below.

(iii) The "Special® subcolumn reflects rates of duty under one or more special tariff treatment
programs described in paragraph (c) of this note and identified in parentheses immediately
following the duty rate specified in such subcolumn. These rates apply to those products which
are p:oper‘l{ classified under a provision for which a special rate is indicated and for which all

legal requirements for eligibility for such program or programs have been met. Where

a product is eligible for special treatmeat under more than one program, the lowest rate of duty

provided for any applicable program shall be imposed. Where no special rate of duty is provided

for a provision, or where the country from which a product otherwise eligible for special
treatment was imported is not designated as a beneficiary country under a program appearing with
the appropriate provision, the rates of duty in the "General” subcolumn of column 1 shall apply.

(iv) Products of Insular Possessions.

(A) Except as provided in additional U.S. note 5 of chapter 91 and except as provided in
additional U.S. note 2 of chapter 96, and except as provided in section 423 of the Tax
Reform Act of 1986, goods imported from insular possessions of the United States which
are outside the customs territory of the United States are subject to the rates of duty set
forth in column 1 of the tariff schedule, except that all such goods the growth or product
of any such possession, or manufactured.or produced in any such possession from materials
the growth, product or manufacture of any such possession or of the customs territory of
the United States, or of both, which do not contain foreign materials to the value of more
than 70 percent of their total value (or more than 50 percent of their total value with
respect to goods described in section 213(b) of the Caribbean Basin Economic Recovery
Act), coming to the customs territory of the United States directly from any such

jon, and all goods previously imported into the customs territory of the United States
with payment of all applicable duties and taxes imposed upon or by reason of importation
which were shipped from the United States, without remission, refund or drawback of such
duties or taxes, directly to the possession from which they are being returned by direct
shipment, are exempt from duty. it

(B) In determining whether goods produced or manufactured in any such insular possession
contain foreign materials to the value of more than 70 percent, no material shall be
considered foreign which either—

(1) at the time such goods are entered, or
(2) at the time such material is imported into the insular possession,

may be imported into the customs territory from a foreign country, and entered free of
duty; except that no goods containing material to which (2) of this subparagraph applies
shall be exempt from duty under subparagraph (A) unless adequate documentation 1S
supplied to show that the material has been incorporated into such goods during the
18-month period after the date on which such material is imported into the insular

possession.
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General note 3(a)(iv) (con.):

(C) Subject to the limitations imposed under sections 503(b) and 504(c) of the Trade Act of
1974, goods designated as eligible under section 503 of such Act which are imported from
an insular possession of the United States shall receive duty treatment no less favorable than
the treatment afforded such goods imported from a beneficiary developing country under
title V of such Act.

(D) Subject to the provisions in section 213 of the Caribbean Basin Economic Recovery Act,
goods which are imported from insular possessions of the United States shall receive duty
treatment no less favorable than the treatment afforded such goods when they are imported
from a beneficiary country under such Act. ’

(E) Subject to the provisions in section 204 of the Andean Trade Preference Act, goods which
are imported from insular possessions of the United States shall receive duty treatment no
less favorable than the treatment afforded such goods when they are imported from a
beneficiary country under such Act. '

(b) Rate of Duty Column 2. Notwithstanding any of the foregoing provisions of this note, the rates of duty
shown in column 2 shall apply to products, whether imported directly or indirectly, of the following
countries and areas pursuant to section 401 of the Tariff Classification Act of 1962, to section 231 or
257(e)(2) of the Trade Expansion Act of 1962, to section 404(a) of the Trade Act of 1974 or to any
other applicable section of law, or to action taken by the President thereunder:

Afghanistan Kampuchea Tajikistan
Azerbaijan Laos Uzbekistan
Cuba North Korea Vietnam

(c) Products Eligible for Special Tariff Treatment.

®

(ii)

(iii)

Programs under which special tariff treatment may be provided, and the corresponding symbols
for such programs as they are indicated in the "Special® subcolumn, are as follows:

Generalized System of Preferences . . .. ............. A or A*
Automotive Products Trade Act . ................. B
Agreement on Trade in Civil Aircraft ............... [

North American Free Trade Agreement:
Goods of Canada, under the terms of

general note 12 to this schedule. . ............ CA
Goods of Mexico, under the terms of
general note 12 to thisschedule . ............. MX
Caribbean Basin Economic Recovery Act . . ........... E or E*
United States-Israel Free Trade Area . .............. IL
Andean Trade Preference Act . ........cccvveeeues JorJ*

Articles which are eligible for the special tariff treatment provided for in general notes 4 through
12 and which are subject to temporary modification under any provision of subchapters I and II
of chapter 99 shall be subject, for the period indicated in the "Effective Period” column in chapter
99, to rates of duty as follows: z

(A) ifa rate of duty for which the article may be eligible is set forth in the "Special” subcolumn
in chapter 99 followed by one or more symbols described above, such rate shall apply in
lieu of the rate followed by the corresponding symbol(s) set forth for such article in the
"Special” subcolumn in chapters 1 to 98; or

(B) if "No change” appears in the "Special® subcolumn in chapter 99 and subdivision (c)(ii)(A)
above does not apply, the rate of duty in the "General” subcolumn in chapter 99 or the
applicable rate(s) of duty set forth in the "Special® subcolumn in chapters 1 to 98,
whichever is lower, shall apply.

Unless the context requires otherwise, articles which are eligible for the special tariff treatment
provided for in general notes 4 through 12 and which are subject to temporary moc_iiﬁqathn under
any provision of subchapters III or IV of chapter 99 shall be subject, for the period indicated in
chapter 99, to the rates ‘of duty in the "General® subcolumn in such chapter.
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General note 3(¢) (con.):

(iv) Whenever any rate of duty set forth in the "Special® subcolumn in chapters 1 to 98 is equal to
or higher than, the corresponding rate of duty provided in the "General” subcolumn in such
chapters, such rate of duty in the "Special® subcolumn shall be deleted; except that, if the rate

of duty in the "Special” subcolumn is an intermediate stage in a series of staged rate reductions
for that provision, such rate shall be treated as a suspended rate and shall be set forth in the
*Special” subcolumn, followed by one or more symbols described above, and followed by an "s”
in parentheses. If no rate of duty for which the article may be eligible is provided in the
*Special” subcolumn for a particular provision in chapters 1 to 98, the rate of duty provided in
the "General” subcolumn shall apply.

ed Beneficiary Developing Countries for of the Generalized S sten;

4. Products of Countries Desi
of Preferences

(a) The following countries, territories and associations of countries eligible for treatment as one country
(pursuant to section 502(a)(3) of the Trade Act of 1974 (19 U.S.C. 2462(a)(3)) are designated
beneficiary developing countries for the purposes of the Generalized System of Preferences, provided

for in Title V of the Trade Act of 1974, as amended (19 U.S.C. 2461 & seq.):

Independent Countries

1/ Syria d

Albania Grenada Rwanda

Angola Guatemala St. Kitts and Nevis
Antigua and Barbuda Guinea Saint Lucia
Argentina Guinea Bissau Saint Vincent and
Bahamas, The Guyana the Grenadines
Bahrain Haiti Sao Tome and Principe
Bangladesh Honduras Senegal

Barbados Hungary Seychelles

Belize India Sierra Leone
Benin Indonesia Slovakia

Bhutan Israel Solomon Islands
Bolivia Jamaica Somalia

Botswana Jordan Sri Lanka

Brazl Kenya Suriname

Buigaria Kiribati Swaziland

Burkina Faso Kyrgyzstan Syria 1/

Burundi Latvia Tanzania
Cameroon Lebanon Thailand

Cape Verde Lesotho Togo

Central African Republic Lithuania Tonga

Chad Madagascar Trinidad and Tobago
Chile Malawi Tunisia

Colombia Malaysia Turkey

Comoros Maldives Tuvalu

Congo Mali Uganda

Costa Rica Maita Uruguay

Cote d’Ivoire Mauritius Vanuatu

Cyprus Morocco Venezuela

Czech Republic Mozambique Western Samoa
Djibouti Namibia Yemen Arab Republic
Dominica Nepal ik (Sanas)
Dominican Republic Niger Zaire

Ecuador Oman Zambia

Egypt Pakistan Zimbabwe

El Salvador Panama Each of the former
Equatorial Guinea Papua New Guinea republics of the
Estonia Paraguay Socialist Federal
Ethiopia Peru Republic of Yugo-
Fiji Philippines slavia other than
Gambia, The Poland Serbia and
Ghana Russia Montenegro

eleted, effective August 16,1992.

.
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Non-Independent Countries and Territories

Anguilla French Polynesia Norfolk Island
Aruba Gibraltar : Pitcaim Islands
British Indian Ocean Greenland Saint Helena
Territory Heard Island and Tokelau
Cayman [slands McDonald Islands Trust Territory of the
Christmas Island Macau Pacific Islands (Palau)
(Australia) Montserrat Turks and Caicos Islands
Cocos (Keeling) Netherlands Antilles Virgin Islands, British
Islands New Caledonia Wallis and Futuna
Cook Islands Niue Western Sahara
Falkland Islands
(Islas Malvinas)

Associations of Countries (treated as one country)

Member Countries Members of the Member Countries
of the Association of of the
Cartagena Agreement South East Asian Caribbean Common
(Andean Group) Nations (ASEAN) Market (CARICOM)
ligible for GSP
Consisting of: except Brunei Consisting of:
Darussalam
Bolivia and Singapore Antigua and Barbuda
Colombia Bahamas, The
Ecuador Consisting of: Barbados
Peru Belize
Venezuela Indonesia Dominica
Malaysia Grenada
Philippines Guyana
Thailand Jamaica
Montserrat
St. Kitts and Nevis
Saint Lucia
Saint Vincent and
the Grenadines

Trinidad and Tobago
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PHOTOGRAPEIC COR CINEMATOGRAPHIC GOODS

HARMONIZED

37"

Notes

1. This chapter does not cover waste or scrap materials.

4.+t this chapter the vord "ghetosraihic” Zelates to a peboess shich permits th0 formation of visible images di
indirectly by the action of light or other forms of radiation on sensitive surfaces. i s Sl
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Heading/ |Stat. ; = Units Rates of Duty
Subhes dign Suf- Article Description of 1
9] tix Quantity General Special
3701 Photographic plates and film in the flat, sensi-
tized, unexposed, of any material other than
paper, paperboard or textiles; instant print film
in the flat, sensitized, unexposed, whether or not
in packs:
3701.10.00 T d Gy DRI i s sV e AR B e < 7% Free (A*,CA,E, IL, |252
J,MX)
30 Medical, other than dental............... o
60 PRI i & v v i R TR A B o 5% 5. i o o o’
3701.20.00 IRstant pEsnt CHImML o s e e e 3.7% Free (A*,CAE,IL, | 252
J,MX)
30 For color photography (polychrome)....... No. ’
60 OPHOE ... d s s No. :
3701.30.00§ 00 Other plates and film, with any side
sxcaading 2N M. . i W 3.72 Free (A*,CA,E, IL, | 252
J,MX)
Other:
3701.81.00 For color photography (polychrome).......| ........ 3.72 Fres (A*,CAE,IL, | 252
J,MX)
30 T A 5 L T P e e M T No.
60 (2, R A s e R P Tk e X
3701.99 Other:
3701.99.30( 00 Dey plates. .. ...c. cic.oin il o 4.92 Free (A*,CA.E,IL, |202
J,MX)
3701.99.60 (o T PR S NI e A TSR SR om, 3.7% Free (A*,CA.E,IL, |252
J,MX)
30 Graphic arts film.............. o
60 OEBeT.. . e e s o’
3702 Photographic film in rolls, sensitized, unexposed,
of any material other than paper, paperboard or
textiles; instant print film in rolls, sensitized,
unexposed:
3702.10.00 FOX X WYL & v vsicnn s i on s bbime vis bazam 4o m s L e v w s 3.72 Free (A*,CA,E,IL, |252
J,MX)
30 Medical, other than dental............... o
60 OURME. . oiiis v i s mr e o’
3702.20.00 00 Instant print £1Im. ... (.5 l0s . viancerasonsi o s 3.72 Free (3'.&.5.11.. 252
MX)
Other film, without sprocket holes, of a
width not exceeding 105 mm:
3702.31.00f OO0 For color photography (polychrome)....... Mo s s 3.7z Free (3',CA,E.II.. 252
,MX)
3702.32.00 Other, with silver halide emulsion.......| ........ 3.72 Free (A*,CA,E,IL, |252
J,MX)
30 P T A e S S e o’
60 s e e IR SR e e o
3702.39.00f 00 BERBE ovicoiisni i saannsnss s nwsiesnws a5 o, 3.72 Free (A*,CAE,IL, |252
J,MX)
Other film, without sprocket holes, of a
width exceeding 105 om: i
3702.41.00 00 Of a width exceeding 610 mm and of a
length exceeding 200 m, for color
photography (polychrome)................. A 3.72 Free (A*,CA,E,IL, | 252
J,MX)
3702.42.00| 00 Of a width exceeding 610 mm and of a -
length exceeding 200 m, other than for
color photography. .....ctceveeevsoonaoens oo 3.72 Free (A*,CA,E,IL, |252
© J,MX)
3702.43.00] 00 Of a width exceeding 610 mm and of a
length not exceeding 200 m............... e 3.7% Free (A*,CA,E,IL, |252
J,MX)
3702.44.00 Of a width exceeding 105 mm but not
eRcheding 610 B, .. .. riessipsmennansnn ) ieesvrsie 3.78 ~ Free (A*,CAE,IL, |252
J,MX)
30 Graphic agts film. ... . ..ciulcievies o’
RREE . e e Ak e o’

60
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: d Units Rates of Duty
Heading/ guuft_ Article Description of 1
Subheading| fix Quantity General Special 2
3702 (com. Photographic f£ilm in rolls, sensitized, unexposed,
of any material other than paper, paperboard or
textiles; instant print film in rolls, sensitized,
unexposed (con.):
Other film, for color photography (poly-
chrome):
3702.51.00] 00 Of a width not exceeding 16 mm and of a
length not exceeding lé m................ :? ..... v }3.72 Free (A*,CA,E,IL, | 252
J,MX)
3702.52.00 Of a width not exceeding 16 mm and of
a length exceeding 14 m........ccovvvvena] chneenne 3.72 Free (A*,CA.E,IL, | 252
M)
30 Reversal color film..........ccoevees o’
60 SR SR R v et o
3702.53.00 Of a width exceeding 16 mm but not
exceeding 35 mm and of a length not
exceeding 30 m, for slides.............ec] coivnnen 3.72 Free (A*,CA.E,IL, |25
: J,MX)
30 35 mm No.
60 Other No.
3702.54.00 Of a width exceeding 16 mm but not
exceeding 35 mm and of a length not
exceeding 30 m, other than for s1ides i SIS oo R 3.72 Free (A*,CA.E,IL, |252
J.MX)
30 35 BED..c.ocovsenassssosssssasrsnscne No.
60 . OLh@L. . cccecncossasssscsssasassnnsns No.
3702.55.00 Of a width exceeding 16 mm but not
exceeding 35 mm and of a length
exceeding 30 M.......evevevccocssssnsance | voeenans Free 38¢/a’
30 Reversal color £ilm.....cccevvvennnn o
) o PIOREECSER, B A IR ‘o
3702.56.00 Of a width exceeding 35 mm.. s (B RS TR Free 38¢/m*
30 Motion-picture film...........c.ocnne :’ v
60 OEROE. . 28N 1. oiintrawibians wws s esmie o
Other:
3702.91.00f 00 Of a width not exceeding 16 mm and of
a length not exceeding ld m.............. MOk s 3.72 Free (A*,CA.E,IL, |252
MX)
3702.92.00) 00 Of a width not exceeding 16 mm and of a
length exceeding 14 m........c.coceucecnns Bl ooncondits 3.72 Free (A*,CA,E,IL, |252
J,MX)
3702.93.00| 00 Of a width exceeding 16 mm but not
exceeding 35 mm and of a length not
exceeding 30 M.....ccccvcinncennieciennn Bowinesin 3.72 Free (A*,CA.E, IL, |252
. MX)
3702.94.00] 00 Of a width exceeding 16 mm but not
exceeding 35 mm and of a length
oxceeding 30 M.....cococercacnacnssasncas B i Free 38¢/m*
3702.95.00) 00 Of a width exceeding 35 mB............... ol i s 3.72 Free (A*,CAE,IL, 252
. 5 )
3703 Photographic paper, paperboard and textiles, -
sensitized, unexposed:
3703.10 In rolls of a width exceeding 610 mm:
3703.10.30 Silver halide papers......... e 0 Dns s o o] DR Ve vl 3.72 Free (A*,CA.E, IL, |30Z
) ,MX)
For pictorial use (continucus '
tone):
30 For color photography (poly-
ERrOme) $7 . s s 05 dpa s e e o’
60 e OERE -k iiivs ooiniss ohts said Pasiuie ol o’
90 Other (line reproductiof)........... o
3703.10.60( 00 Other....vss.: e e e e S e o s T-]3.12 Free (3'&%.2.11.. 302
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VI
37-4
i Stat. Units Rates of Duty
s:‘::::‘;?': Suf- Article Description of 1 -
9] fix Quantity General Special B
3703 (con. Photographic paper, paperboard and textjiles,
sensitized, unexposed (con.):
3703.20 Other, for color photography (polychrome):
3703.20.30 SLIVeT Nalide DEPETS . . .o civaeles sinnsane sodl vvaivesin 3.72 Free (A*,CA,E,IL, {302
J,.MX)
30 For pictorial use (continucus
BOTIRY feuioic B« usio 55 s 5 ob vl W R o
60 Other (line reproduction)........... o’
3703.20.60) 00 OBHRE. .- i v e shnaesneinsuvales oo tlboes o0 e 3.12 Free (A*,CA,E, (IL, |302
J,MX)
3703.90 Other: ’
3703.90.30 Silver halide Papers...... sk cssscvsaves ] oo sisiniote 3.72 Free (A*,CAE,IL, |302
J,MX)
For pictorial use (continuous
tone):
30 INWORNES. . e o
60 oo i S I SR TR e o
90 Other (line reproduction)........... o
3703.90.60] 00 OEBEE. .o cvicnvvibsniniosn vl vunsonsine oo 2.82 Free (A*,CA,E,IL, |352
J,MX)
3704.00.00| 00 | Photogrsnhic plates, film, paper, paperboard and
textiles, exposed but not developed................ W Free $3.88/a’
3705 Photographic plates and film, exposed and
developed, other than motion-picture film:
3705.10.00§ 00 For offset reproduction...........cccevvrsosi Ro. 7. 3o Free 252
3705.20 Microfilms:
3705.20.10] 00 Of articles of subheading 4901.91.00,
4901.99.00, 4902.10.00, 4802.90,
4903.00.00, 4906.00.00, 4911.10.00 or
- Ll o ARSI R T S S SR e Koo disiateis Free Free
3705.20.50| 00 OLROE .. ..o st necsinsibe ot ivdsonine - i Free 252
3705.90.00f 00 (5507 1 el SR SN PN RSP s (SRRSO P O L e inia K ioime Free Free
3706 Motion-picture film, exposed and developed, whether
or not incorporating sound track or consisting only
of sound track:
3706.10 Of a width of 35 om or more:
3706.10.30{ 00 Sound recordings on motion-picture film
suitable for use in connection with
motion-picture exhibits.................. Bl o i 0.66¢/m Free (A*,CAE,IL, |3.3¢/m
M)
3706.10.60 (o700, 7 Mo SEORSSed R o ARSI (s SRR IRAT | O o Free 10¢/m
Feature films:
30 Positive release prints........ m
60 OEBIBEL . o v nioiovs s ansssanosssiesss m
90 OEBOT . o v - i st ssmcnsnsmomisssassnvans m
3706.90.00 LT s A e st T SR G T RS RN ) TR T e Free 10¢/m
30 Positive release prints............. esn b BB
60 0o - PR e - S i P S S Y .m
3707 Chemical preparations for photographic uses (other
than varnishes, glues, adhesives and similar
preparations); unmixed products for photographic
uses, put up in measured portions or put up for
retail sale in a form ready for use:
3707.10.00f 00 Sensitizing emulsions..............c000innnene ReeeiBaien 3z Free (3‘&?,5,11., 202
3707.90 Other:
3707.90.30) 00 Chemical preparations for photo-
graphic USeS.........c.ccuieintaanaeiiaans KBiniisios 8.52 1/ Free (A*,CAE,IL, [15.4¢/kg +
o J,M0) 502
3707.90.60| 00 Unmixed products for photographic uses,
: put up in measured portions or put up
for retail sale in a form ready for
5 1.52 1/ Free (A*,CAE,IL, [4.52

1/ See heading 9902.37.07.

J,MX)
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PLASTICS AND ARTICLES THEREOF

VII
39-1

Notes

Throughout the tariff schedule the expression "plastics"” means those materials of headings 3901 t

been capable, either at the moment of polymerization or at some subsequent stage, of bo:'.‘xs\s £omd1 ﬂiﬁi mﬁnﬁ'-” s
(usually heat and pressure, if necessary with a solvent or plasticizer) by molding, casting, extruding, rolli influence
process into shapes which are retained on the removal of the external influence. < & ing or other

p

Throughout the tariff schedule, any reference to “plastics” also i i
not apply to materials regarded as textile materials of section )(I'.ml“d.s e« o S, e, dons

N

2. This chapter does not cover:

(a) Waxes of heading 2712 or 3b0§;

(b) Separate chemically defined organic compounds (chapter 29);

(c) Heparin or its salts (heading 3001);

(d) Stamping foils of heading 3212;

(e) Organic surface-active agents or preparations of heading 3402;

(£) Run gums or ester gums (heading 3806);

(g) Synthetic rubber, as defined for the purposes of chapter 40, or articles thereof;
(h) Saddlery or harness (heading 4201) or trunks, suitcases, handbags or other containers of heading 4202;
(1j) Plaits, wickerwork or other articles of chapter 46;

(k) Wall coverings of heading 4814;

(1) Goods of section XI (textiles and textile articles);

(m) Articles of section XII (for example, footwear, headgear, umb =
riding-crops or parts thereof); o T s g Sl g e W g

(n) Imitation jewelry of heading 7317;

(o) Articles of section XVI (machines and mechanical or electrical appliances);

(p) Parts of aircraft or vehicles of section XVII;

(q) Articles of chapter 90 (for example, optical elements, spectacle frames, drawing instruments);
(r) Articles of chapter 91 (for example, clock or watch cases);

(s) Articles of chapter 92 (for example, musical instruments or parts thereof);

(t) Articles of chapter 94 (for ex le,
o g ‘ mple, fumitore, lawpe wd Lighting fittings, L1luntnsted aigns, prefabricated

(u) Articles of chapter 95 (for example, toys, games, spor't.s equipment); or

(v) Articles of chapter 96 (for example, brushes, buttons, slide fasteners, comb
pipes, cigarette holders or the like, parts of vacuum flasks or the liio‘,: puns.' ,'::thchmiphz:: ;:n::l-:.tu vy

3. Headings 3901 to 3911 apply only to goods of a kind produced by chemical synthesis, falling in the following categories:

(a) Liquid synthetic polyolefins of which less than 60 percent volume d o i
millibars when a reduced-pressure distillation method is us:y! (hnding:sg;&’;,: ggng' i i s g

(b) Resins, not highly polymerized, of the coumarone-indens type (heading 3911);
(¢) Other synthetic polymers with an average e i TG ahoes mr:;.'.
(d) Silicones (heading 3910);

(e) Resols (heading 3909) and other prepolymers.
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10.

11.

For the purposes of this chapter, except where the context otherwise requires, copolymers (including co-polycondensates,
co-polyaddition products, block copolymers and graft copolymers) and polymer blends are to be classified in the heading
covering polymers of that comoncmer which predominates by weight over every other single comonomer, comonomers whose

polymers fall in the same heading being regarded as constituting a single comoncmer.

If no single comonomer predominates, copolymers or polymer blends, as the case may be, are to be classified in the heading
which occurs last in numerical order among those which equally merit consideration.

The expression “copolymers” covers all polymers in which no single monomer contributes 95 percent or more by weight to the
total polymer content.

Chemically modified polymers, that is, those in which only appendages to the main polymer chain have been changed by
chemical reaction, are to be classified in the heading appropriate to the unmodified polymer. This provision does not

apply to graft copolymers. >
In headings 3901 to 3914, the expression "primary forms" applies only to the following forms: :

(a) Liquids and pastes, including dispersions (emulsions and suspensions) and solutions;

(b) Blocks of irregular shape, lumps, powders (including molding powders), granules, flakes and similar bulk forms.

Heading 3915 does not apply to waste, parings and scrap of a slﬁ;h thermoplastic material, transformed into primary forms
(headings 3901 to 3814).

For the purposes of heading 3917, the expression "tubes. pipes and hoses"” means hollow products, whether semimanufactures
or finished products, of a kind generally used for conveying, conducting or distributing gases or liquids (for example,
ribbed garden hose, perforated tubes). This expression also includes sausage casings and other lay-flat tubing. However,
except for the last mentioned, those having an internal cross section other tham round, oval, rectangular (in which the
length does not exceed 1.5 times the width) or in the shape of a regular polygon are not to be regarded as tubes, pipes

and hoses, but as profile shapes.

For the purposes of heading 3918, the expression "wall or ceiling coverings of plastics” applies to products in rolls, of
a width not less than 45 cm, suitable for wall or ceiling decoration, consisting of plastics fixed permanently on a
backing of any material other than paper, the layer of plastics (on the face side) being grained, embossed, colored,
design-printed or otherwise decorated.

In headings 3920 and 3921, the expression "plates, sheets film, foil and strip” applies only to plates, sheets, film,
foil and strip (other than those of chapter 54) and to blocks of regular geometric shape, whether or not printed or
otherwise surface-worked, uncut or cut into rectangles (including squares) but not further worked (even if when so cut
they become articles ready for use).

Heading 3925 applies only to the following articles, not being products covered by any of the earlier headings of sub-
chapter II:

(a) Reservoirs, tanks (including septic tanks), vats and similar containers, of a capacity exceeding 300 liters;
(b) Structural elements used, for example, in floors, walls or partitiomns, ceilings or roofs;

(c) Gutters and fittings therefor;

(d) Doors, windows and their frames and thresholds for doors;

(e) Balconies, balustrades, fencing, gates and similar barriers;

(£) Shutters, blinds (including venetian blinds) and similar articles and parts and fittings thereof;

(g) Large-scale shelving for assembly and permanent installation, for example, in shops, workshops, warshouses;
(h) Ornamental architectural features, for example, flutings, cupolas, dovecotes; and

(ij) Fittings and mountings intended for permanent installation in or on doors, windows, staircases, walls or other parts
of buildings, for example, knobs, handles, hooks, brackets, towel rails, switch plates and other protective plates.

Subheading Note

1.

Within any one heading of this chapter, copolymers ( including co-polycondensates, co-polyaddition products, block
copolymers and graft copolymers) are to be classified in the same subheading as homopolymers of the predominant comonomer
and chemically modified polymers of the kind specified in note 5 are to be classified in the same subheading as the
unmodified polymer, provided that such copolymers or chemically modified polymers are not more specifically covered by any
other subheading and that there is no residual subheading named "Other” in the series of subheadings concerned. Polymer
blends are to be classified in the same subheading as copolymers (or homopolymers, as the case may be) of the same

monomers in the same proportions.
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Additional U.S. Notes
1. For the ses of this chapter, the term “elastomeric"” means a
s slastomeric plastics material which after cross-
stretched ‘:hzo E £0 at 1“:: ”h‘:‘ times its original length and that, after having been u:ot.cho;’t.:ut:iﬁ f:.n o
length and .L: ““t.:i-:w i1 returns within five minutes to less than"150 percent of its original length. E o R
plastics mey alee o et much fillecs, ixtenders, pisments of chemie hemicals, whether oF not sech plastice
v . ers, pi i
Part of this note. pigments or chemicals, can meet the tests specified in the first
2. For the purposes of heading 3916, the rate of duty "Free (B)" A b _
articles measuring not more than 38.1 cm in length. (B)" appearing in the "Special” subcolum applies only to
3. For the purposes of heading 3917, with repect to tubes, pi » =
“Special” subcolumn applies only to tubes, pipes and hosl::p;:v;:: :::::ho:h ;1::::3:: duty "Free (C)" appearing in the
’
4. For the purposes of heading 3921, the rate of duty "Free (B)" appearing in the "Special” Hens scpliiae caly X6

articles measuring not more than 38.1 cam in width and not more than 45.7 cm in length

Statistical Note

1.

For the purposes of statistical reporting number 3907.50.001b th - ins" campoun
having an intrinsic viscosity of at least 0.68 but not more M.O?;:‘dxﬁt:nr:; :;:n?’ut:f:m: :y Asmd;‘z’sg;t;lou
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i Stat. Units Rates of Duty
sH::du;g/ Suf- Article Description of 1 2
AL Quantity [ General Special
I. PRIMARY FORMS
3901 Polymers of ethylene, in primary forms:
3901.10.00] 00 Polyethylene having a specific gravity of
Jeae LW 0296, 0 T e it Kgoiiay §2 5y Free (A,CA,E,IL, |432
MX)
10 Linear low density polyethylene.......... ks
20 Low density polyethylene, except linear
low density polyethylene................. kg
30 Medium density polyethylene.............. kg
3901.20.00§ 00 Polyethylene having a specific gravity of
UDAT0L MOLE. .\ oo it e te e e e U3 R 12.52 Free (A,CAE,IL, |432
J,MX)
3901.30.00§ 00 Ethylene~vinyl acetate copolymers............. ) PR 5.32 Free (A,CAE,IL, |43.52
M)
3901.90 Other
3901.90.10§ 00 ElastomeriC. ...cccceovcscccccccssonnsosans Koo Free 202
3901.90.50| 00 Other ... e EERE N b MR kg...... |2.2¢/kg + Free (A,CAE,IL, |2.2¢/kg +
7.72 J,MX) 33.52
33902 Polymers of propylene or of other olefins, in
primary forms:
3902.10.00§ 00 Polypropyleme....... T s S WS O S T B 12.52 Free (A,CA,E, 33.52
IL,J
42 (MX)
3902.20 Polyisobutylene:
3902.20.10f 00 ElastomeriC.....cccceeeecenean Ry o i SR v i Free 202
3902.20.50| 00 BEREEE Ve L s i v Bl e e kg...... |2.2¢/kg + Free (A,CAE,IL, |2.2¢/kg +
7.72 J,MX) 33.52
3902.30.00{ 00 Propylene COPOLYmLS........cccveveceecececoces T G 2.2¢/kg + Free (A,CAE,IL, |2.2¢/kg +
7.72 J,MX) 33.52
3902.90.00 OEgE. 2 T e et N L e 2.2¢/kg + Free (A,CA.E,IL, [2.2¢/kg +
.72 J,MX) 33.52 -
10 Polybutylene.......cccceeeecccccacnaconss kg
50 Other:...70 . s e SO e - R kg
3903 Polymers of styrene, in primary forms:
Polystyrene:
3903.11.00f 00 Expandable.......... iz csoey e abiirass. Xg...... |0.9%/xg + Free (A,CAE IL, |15.4¢/kg +
9.22 J,MX) 462
3903.19.00) 00 Other.....i..0cq S b e e i o [ T 0.9¢/kg + Free (A,CA,E,IL, |15.4¢/kg +
9.22 J,MX) 462
3903.20.00] 00 Styrene-acrylonitrile (SAN) copolymers........| kg...... |1.1¢/kg + Free (g.gsl.n—. 1-:*;2;“ +
9.12 ’ .
3903.30.00f 00 Acrylonitrile-butadiene-styrene (ABS)
copolymers...... e e S R e BE.iios 0.7¢/kg + Free (A,CA,E,IL, |15.4¢/kg +
9.42 J,MX) 472
3903.90 Other:
-§3903.90.10f 00 Methyl methacrylate-butadiene-styrene
(MBS) COPOLlYmOrS......cocvcccsccscnonsons ) 7.62 Free (A,CAE,IL, |15.4¢/kg +
J.MX) 67.52
3903.90.50§ 00 Other......... T e BTk XE. . vivs 0.9¢/kg + Free (A,CA,E,IL, |[15.4¢/kg +
5 9.22 J,MX) 462




1/ See subheading 9905.39.27.
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- Stat. Units Rates of Duty
Heading/ |2 s Article Description of ]
Subheading| fix Quantity General Special B
3924 Tableware, kitchenware, other household articles
and toilet articles, of plastics:
3924.10 Tablewars and kitchenware:
392,"10.10 00 Salt, pepper, mustard and ketchup dis-
¢ pensers and similar dispensers........... Eosuinws 3.42 Free (A,E,IL, 802
J,MX)
1.32 (CA)
Plates, cups, saucers, soup bowls,
3924.10.20] 00 cersal bowls, sugar bowls, creamers,
gravy boats, serving dishes and
PLALLOIS. ..curnrriostontaniannanannnane: BB oionn» P ¢ 4 Free (A,E,IL, 84.52
J.MK) &
2.82 (CA)
3924.10.30] 00 ERYS.cvorssvonsssnssssssassanacsssncase B0 i 5.32 Free (A,E,IL, 402
J,MX)
2.12 (CA)
3924.10.50) 00 ERBE . . oo vwniv o b sanmensonalevenn saiin sy Kiccrng o i 3.42 Free (AE,IL, 802
J,MX)
1.32 (CA)
3924.90 Other:
3924.90.10 Curtains and drapes, including panels
and valances; napkins, table covers,
mats, scarves, rurmers, doilies, center
pieces, antimacassars and furniture
slipcovers; and like furnishings......... | «ccecees 3.362 Free (A,E,J,MX) 252
0.32 (IL)
1.32 (CA)
10 Curtains and drapes.........cccc0ceee kg
50 OLROE. . ccoosccsssessoonnssesoosscssse X
3924.90.20) 00 Picture frameS........ccooosssssesnsasnnnce R e mn 3.42 Free (AE,IL, 802
J,MX)
1.32 (CA)
3924.90.55| 00 OLBOE. . oo oososossisnsossosssasssscssncss : S 3.42 Free (A.E,IL, 802
J,MX)
1.32 (CA)
3925 Builders’ ware of plastics, not elsewhere speci-~
fied or included:
3925.10.00) 00 Reservoirs, tanks, vats and similar contain-
ers, of & capacity exceeding 300 1iter8. .. o000 Koisivgin.os 6.32 Free (3.!.11.. 562
MX)
2.52 (CA)
3925.20.00f 00 Doors, windows and their frames and
thresholds for dOOTS.......cececrreacssscscnns Recinnns 5.32 Free (AE,IL, 802
J,MX)
2.12 (CA)
3925.30 Shutters, blinds (including venetian blinds)
and similar articles and parts thereof:
3925.30.10| 00 Blinds (including venetian blinds)....... TR 3.362 Free (A,E,J,MX) 252
0.32 (IL)
1.32 (CA)
3925.30.50{ 00 OthOL....cccococcsasssccnss Shy e A SR AR o 4% CRUPRETR 5.32 Free (g.fﬂ.‘IL. 802
MX)
2.12 (CA)
3925.90.00| 00 OBREE Lo, v sn's dindianis oupnicmne Shin oie L e s R 5.32 Free (g.f{gk. 802
2.12 (CA) Y/
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i Stat. Units Rates of Duty
SH::"':.Q; Suf- Article Description of 1 >
i | Quantity General Special
3926 Other articles of plastics and articles of other
materials of headings 3901 to 3914:
3926.10.00f 00 Office or school supplies..................... Koesnsts 5.3% Free (A,E,IL, 802
J,MX)
2.12 (CA)
3926.20 Articles of apparel and clothing accessories
(including gloves):
Gloves:
3926.20.10 Semuless. .. ..ciciviciifinnveiiiniP JHiion S 3.72 Free (AE,IL, 252
J,MX)
1.4 (CA) 5
10 Surgical and medical........... doz.prs. "
Other:
20 Disposuble.. .....:ivi55.4 doz.prs.
50 (5) 2.7 ety WS eny ap o | doz.prs.
Other:
Specially designed for use in
sports:
3926.20.20§ 00 Baseball and softball
gloves and mitts.......... No...... 62 Free (A,E,IL, 302
J,MX)
2.42 (CA)
3926.20.30§ 00 OLReL .. o viaiisiveonaeos or ey ! ARG 3z Free (A,E,IL, 302
J,MX)
1.22 (CA)
3926.20.40 OERGE o0, ik anii i b e . 142 Free (E,J) 252
1.42 (IL)
5.6 (CA)
11.22 (MX)
10 Disposable................ doz.prs.
S0 Othee. ... .8 doz.prs. :
3926.20.50 o 0T SRS e R e S TR S L R 52 Free (A,E,J,MX) 252
0.52 (IL)
22 (CA)
10 T R doz.
50 T R S R e R el doz.
3926.30 Fittings for furniture, coachwork or the
like:
3926.30.10{ o0 Bandles' and Knobs&. . i ...iiain. 0000005 | TR 6.5 Free (3'3'3'11' 57.52
,MX)
2.6 (CA) 1/
3926.30.50§ 00 BRORE i s s pdiiedonat iy e ERicnive 5.32 Free (B,E,IL,J) 80z
2.12 (QA) Y/
4.22 (MX)
3926.40.00f 00 Statuettes and other ornamental articles...... » PR 5.32 Free ‘A'ng'g?" 802
Jr
2.12 (CA)
3926.90 Other:
3926.90.10f 00 Buckets and pails................... ceen i Na R 3.42 Free (A,E,IL, 802
J,MX)
1.32 (CA)
3926.90.15] 00 Nursing nipples and pacifiers........ ‘... | Gross 3.12 Free (A,CA,E,IL, |25
: J,MX)
3926.90.20f 00 Ice bags; douche bags, enema bags,
colostamy bags, hot water bottles, and
fittings therefor; invalid and similar
nursing cushions; crutch tips and
grips; dress shields; finger cots;
pessaries; prophylactics; sanitary belts;
bulbs for syringes; syringes (other than
hypodermic syringes) and fittings
therefor, not in part of glass or
BELRES i o R e R e e s AR 4.22 Free (AE,IL, 252
= J,MX)
Fia: 1.6Z (CA)

1/ See subheadings 9905.00.00, 9905.39.13 and 9905.39.14.°
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PAPER AND PAPERBOARD; ARTICLES OF PAPER FULP,
OF PAPER CR OF PAPERBOARD
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Notes

1.

This chapter does not cover:

(a) Articles of chapter 30;

(b) Stamping foils of heading 3212;

(¢) Perfumed papers or papers impregnated or coated with cosmetics (chapter 33);

d) Paper or cellulose wadding impregnated, coated or covered with soap or detergent (heading 3401), or with
o c:g.m or similar preparations (heading 3405); polishes,

(e) Sensitized paper or paperboard of headings 3701 to 3704;

(£) Paper-reinforced stratified sheeting of plastics, or ocne layer of paper or paperboard coated or covered with a layer
of plastics, the latter constituting more than half the total thickness, or articles of such materials, other than
wallcoverings of heading 4814 (chapter 39);

(g) Articles of heading 4202 (for example, travel goods);

(h) Articles of chapter 46 (manufactures of plaiting material);

(13) Paper yarn or textile articles of paper yarn (section X1);

(k) Articles of chapter 64 or chapter 65;

(1) Abrasive paper or paperboard (heading 6803) or paper- or paperboard-backed mica (heading 6814) (paper and paperboard
coated with mica powder are, however, to be classified in this chapter);

(m) Metal foil backed with paper or paperboard (section XV);

(n) Articles of heading 9209; or

(o) Articles of chapter 95 (for example, toys, games, sports equipment) or chapter 98 (for example, buttoms).

Subject to the provisions of note 6, headings 4801 to 4805 include paper and paperboard which have been subjected to

calendering, super-calendering, glazing or similar finishing, false water-marking or surface sizing, and also paper,
perboard, cellulose wadding and webs of cellulose fibers, colored or marbled throughout the mass by any method. Except

where heading 4803 otherwise requires, these headings do not apply to paper, paperboard, cellulose wadding or webs of

cellulose fibers which have been otherwise processed, for example, by coating or impregnatiom.

In this chapter the expression “newsprint” means uncoated paper of a kind used for the printing of newpapers, of which not

less than 65 percent by weight of the total fiber content consists of wood fibers obn::;d by a mechanical process, .

unsized or very lightly sized, having a smoothness on each side not exceeding 200 seconds Bekk, weighing not less than 40

g per square meter and not more than 57 g per square meter and having an ash content by weight not exceeding 8 percent.

In addition to hand-made paper and paperboard, heading 4802 covers only paper and paperboard made mainly from bleached
pulp or from pulp obtained by a mechanical process and satisfying any of the following criteria:

For paper or paperboard weighing not more than 150 ;}u’:
(a) Containing 10 percent or more of tibers cbtained by a mechanical process, and
; 28 nt;ﬂns not more than 80 g/am’, or
2. colored throughout the mass; or
(b) Containing more than 8 percent ash, and
1. weighing not more than 80 g/o*, or
2. colored throughout the mass; or g ‘
(¢) Containing more than 3 percent ash and having a brightness of 60 percent or more*; or

(d) Containing more than 3 percent but not more than 8 percent ash, having a brightness under 60 percent® and a burst
; index squal to or less than 2.5 kPa/g/o’; or

(o) Cont:;nins ’3 percent ash or less, having a brightness of 60 percent or more* and a burst index equal to or less than
2.5 kPa/g/or .
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For paper or paperboard weighing more than 150 g/

(a) Colored throughout the mass; or
(b) Having a brightness of 60 percent or more*, and

1. a caliper of 225 micrometers (microns) or less, or

a caliper of more than 225 micrometers but not more than 508 micrometers (micromns) and an ash content of more
than 3 percent; or

Having a brightness of less than 60 percent*, a caliper of 254 micrometers (microns) or less and an ash content of
more than 8 percent.

*Brightness is to be measured by the Elrepho, GE or any equivalent internationally recognized brightness testing method.

Heading 4802 does not, however, cover filter paper or paperboard (including teabag paper) or felt paper or paperboard.

In this chapter "kraft paper and rboard” means paper and paperboard of which not less than 80 percent by weight of the
total fiber content consists of fibers cbtained by the chemical sulfate or soda processes.

Paper, paperboard, cellulose wadding and webs of cellulose fibers answering to a description in two or more of the
headings 4801 to 4811 are to be classified under that ome of such headings which occurs last in mumerical order in the

tariff schedule.

Headings 4801, 4802, 4804 to 4808, 4810 and 4811 apply only to paper, paperboard, cellulose wadding and webs of cellulose

fibers:

(a) In strips or rolls of a width exceeding 15 cm; or

(b) In rectangular (including square) sheets with one side exceeding 36 cm and the other side exceeding 15 cm in unfolded
state.

Except that hand-made paper and paperboard in any size or shape as made directly and having all its edges deckled remains
classified, subject to the provisions of note 6, in heading 4802.

For the purposes of heading 4814, the expressicn "wallpaper and similar wall coverings” applies only to:
(a) Paper in rolls, of a width of not less than 45 cm and not more than 160 cm, suitable for wall or ceiling decoration:

2.

(¢)

(1) Grained, embossed, surface-colored, design-printed or otherwise surface-decorated (e.g., with textile flock),
whether or not coated or covered with transparent protective plastics;

(ii) With an uneven surface resulting from the incorporation of particles of wood, straw, etc.;
(iii) Coated or covered on the face side with plastics, the layer of plastics being grained, embossed, colored,
design-printed or otherwise decorated; or

(iv) Covered on the face side with plaiting material, whether or not bound together in parallel strands or woven;

(b) Borders and friezes of paper, treated as above, whether or not in rolls, suitable for wall or ceiling decoration;

(c¢) Wall coverings of paper made up of several panels, in rolls or sheets, printed so as to make up a scene, design or
motif when applied to a wall. ’

Products on a base of paper or paperboard, suitable for use both as floor coverings and as wall coverings are to be

classified in heading 481S5.

Heading 4820 does not cover loose sheets or cards, cut to size, whether or not printed, embossed or perforated.

Heading 4823 applies, ipter alia, to perforated paper or paperboard cards for Jacquard or similar machines and paper lace.

Except for the articles of heading 4814 or 4821, paper, paperboard, cellulose wadding and articles thereof, printed with
motifs, characters or pictorial representaticns, which are not merely incidental to the primary use of the goods, fall in

chapter 49. -

TR
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Subheading Notes

1.

For the purposes of subheading 4804.11 and 4804.19, "kraftliner” means machine-finished or machine-glazed paper and
of which not less than 80 percent by weight of the total fiber content consists of wood fibers obtained by the

d,
l:;‘:i::f’m“. or soda processes, in rolls, weighing more than 115 g/o and having a minimum Mullen bursting strength,
as indicated in the following table, or the linearly interpolated or extrapolated squivalent for any other weight:
Woigt Minimmm Mullen bursting strength
(g/or ) (kPa)
115 393
125 417
200 637 &
300 824
400 961

For the purposes of subheadings 4804.21 and 4804.29, "sack kraft paper” means machine-finished paper, of which not less
than 80 percent by weight of the total fiber content consists of fibers obtained by the chemical sulfate or soda
processes, in rolls, weighing not less than 60 g/o but not more than 115 g/m’ and meeting one of the following sets of

specifications:

(a) Baving a Mullen burst index of not less than 38 and a stretch factor of more than 4.5 percent in the cross direction
and of more than 2 percent in the machine direction.

(b) Having minima for tear and tensile as indicated in the following table, or the linearly interpolated equivalent for
any other weight:

: Minimm tear Minimm tensile
Weight 3 ) Machine g s Machine
: Machine : direction plus : Cross : direction plus
direction ; cross direction direction : cross direction
“;m per H :
s meter) : (millinewtons) : (kjlonewtons per meter)
60 : 700 : 1,510 : 1.9 : s
70 : 830 : 1,790 : 2.3 ¢ 7.2
80 : 985 : 2,070 : 2.8 : 8.3
100 : 1,230 : 2,638 : 3.7 : 10.8
115 : 1,425 : 3,080 : b4 12.3
For the purposes of subheading 4805.10, "semichemical fluting paper” means paper, in rolls, of which not less than 65

percent by weight of the total fiber content consists of unbleached hardwood fibers ocbtained by a semichemical pulping
process, and having a OMT 60 (Concora Medium Test with 60 minutes of conditioning) crush resistance exceeding 20 kgf at 50
percent relative humidity, at 23°C.

For the purposes of subheading 4805.30, "sulfite wrapping paper" means machine-glazed paper, of which more than 40 percent
by weight of the total fiber comtent consists of wood fibers cbtained by the chemical sulfite process, having an ash
content not exceeding 8 percent and having a Mullen burst index of not less than 18,

For the purposes of subheading 4810.21, "light-weight coated Eg.r" means paper, coated on both sides, of a total weight
not exceeding 72 g/m? , with a coating weight not exceeding 15 g/m’ per side, on a base of which not less than 50 percent
by weight of the total fiber content consists of wood fibers cbtained by a mechanical process.

Additi onal U, S, Notes

1.

For the purposes of this chapter the provisions for cellulose wadding and webs of cellulose f£ibers cover omly products
obtained from the pulp of chapter 47.

Samples used in determining the weight of paper or paperboard classifiable in this chapter according to weight shall be
conditicned in an atmosphere at 50 percent (i 2 percent) relative humidity &nd-at a temperature of 23°C (£ 2°C).
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The term "standard newsprint paper” covers printing papers of heading 4801 which conform to the following specifications:

Weight:
Size:

Thickness:
Sizing:

Ash Content:
Color and Finish:

Not less than 46.3 g/o’ nor more than 57 g/m’.

Rolls not less than 33 cm wide and not less than 71 cm in diameter; sheets not less than 51 cm by 76
cm.

Not more than 0.11 mm.

Time of transudation of water shall be not more than 10 seconds by the ground glass method.

Not more than 6.5 percent.

White; or tinted shades of pink, peach or green in rolls; not more than 50 percent gloss when tested
with the Ingersoll glarimeter.
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7 Units Rates of Duty
Heading/ g:#.’. Article Description of 1
Subheading| fix Quantity General Special 2
Newsprint, in rolls or sheets.............ceeeeeeia] ounnn ees |Free Free
pREE00N 20 Standard newsprint PaPer..........c.ceceeeeanans t
40 OB ... cccoesesoesocsssasnssasesasssssasnsscs t
4802 Uncoated paper and paperboard, of a kind used for
writing, printing or other graphic purposes, and
punch card stock and punch tape paper, in rolls or
sheets, other than paper of heading 4801 or 4803;
handmade paper and paperboard:
4802.10.00} 00 Bandmade paper and paperboard................. ) 2.42 Free (A,CAE,IL,J,|17.52
MX)
.00} 00 Paper and paperboard of a kind used as a base
e !:l: photo-sensitive, heat-sensitive or 5
electro-sensitive paper or paperboard......... e Free 202
4802.30 Carbonizing base paper:
4802.30.20| 00 Weighing not over 15 g/af .......cccuunnnn ) 2.62 Free (&):A.E.II..J. 38z
4802.30.40| 00 Weighing over 1S g/m’ .........cc0u.n. eyl 125 R 22 Free (gcn,z.n...x. 30.5%2
)
4802.40.00| 00 Wallpaper base (hanging paper)............ eass ]l EBeoosos Free 102
Other pasper and paperboard, not containing
f£ibers cbtained by a mechanical process or
of which not more than 10 percent by weight &
of the total fiber content consists of such
fibers:
4802.51 Weighing less than 40 g/om’:
4802.51.10} 00 WELLING POPEE. . it rsaatosnsdnsanna KBscroce | AR Free (A,CA,E,IL,J,|282
MX)
4802.51.40] 00 India and bible paper............... Egeoooos 1.82 Free (A,CA,E,IL,J,|182
MX)
4802.51.90| 00 Other.,co0c00 R T s iR s Free 31.52
4802.52 Weighing 40 g/m’' or more but not more
than 150 g/or :
4802.52.10] 00 Writing paper........ s e s aih lewe 4% KEecnssin 2.42 Free (A'&m.z.n..:, 282
)
4802.52.15| 00 Cover paper....... FORTSTAL S ) - PEPPE 2.42 Free (A,CA,E,IL,J,|302
MX)
4802.52.20) 00 Drawing paper.......... 5. A S S REscrave | 1.88 Free (AH.‘CA.!.IL.J. 15.52
)
4802.52.40] 00 India and bible paper.............. o] KBooionre.]1.88 Free (A,CAE,IL,J,|182
MX)
4802.52.90| 00 OtheX..ccocesvcsnssnce B sssensessess kg...... |Free 11.52
4802.53 Weighing more than 150 g/m’:
4802.53.10) 00 WELLADE DADOE, o o0 o vsnnenns s rompssss BB visine 2.42 Free (A,CAE,IL,J,| 282
MX)
4802.53.15] 00 COVEE- DEPAE . .8 oo cviioatysiesssnsnnies BB o 2.42 Free (A,CA,E,IL,J,|302
MX)
4802.53.20] 00 DESWADE PODRE. . .2 ovnsssnolsssrsnannse ;. Pl 1.62 Free (A,CAE,IL,J,|15.52
MX)
4802.53.90 OEMRE, 130 vl uiiniavébias P R R ev s e 1.62 Free (A,CA,E,IL,J,|24.52
MX)
40 BEISEBLIE ... i iicasbiniss AN kg
80 OtRer..coesvenssosanacnen S e kg
4802.60 Other paper and paperboard, of which more than
10 percent by weight of the total fiber con-
tent consists of fibers cbtained by a mechani-
cal process: :
4802.60.10| 00 Writing paper and COVer paper........... 3 7 Phpe i 2.42 Free (AH*CA,E.IL.J. 282
)
4802.60.20| 00 Drawing paper..... PR SR o kp.<.-.s .]1.5% Free (&CA.!,IL,J, 15.52
)
4802.60.90| 00 Qt.ho: ....................... S TSR k§ecooso Free 11.52
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SH:: du;g/ Suf- Article Description of R 2
MORSSEIONL. Tix Quantity General Special
4803.00 Toilet or facial tissue stock, towel or napkin
stock and similar paper of a kind used for house-
hold or sanitary purposes, cellulose wadding and
webs of cellulose fibers, whether or not creped,
crinkled, embossed, perforated, surface-colored,
surface-decorated or printed, in rolls of a width
exceeding 36 cm or in rectangular (including
square) sheets with at least one side exceeding
36 cm in unfolded state:
4803.00.20f 00 Cellulose wadding......... e i s e e e iy s KB:io-is 3.52 Free (A,CA,E,IL,J,| 2642
MX)
4803.00.40§ 00 Other...... cossssessaodve secevrectcsscnsrecccce f KBovouen Free 362
4806 Uncoated kraft paper and paperboard, in rolls or
sheets, other than that of heading 4802 or 4803:
Kraftliner:
4804.11.00f 00 Unbleached........... T TR e kg...... |Free 202
4804.19.00) 00 DEHEE. Ui e dishidanbaossvnains sssssee eee| keeoo.. |Free 202
Sack kraft paper:
4804.21.00| 00 Unblenched. .. .. .. oiicvissonsnns S asnn RS siominin . |Free 302
4804.29.00) 00 OEREE . iite cseesseccetsttsacccccscess | K§ouo... |Free 302
Other kraft paper and paperboard weighing
150 g/o’ or less:
4804.31 Unbleached:
Condenser paper:
4804.31.10( 00 Weighing over 15 g/w’ but
not over 30 g/ad’..... e el KR i 122 Pree (A,CA,E,IL,J,|20.52
MX)
4804.31.20| 00 5L s AR e dl B S (5 T s | | Free (A,CAE,IL,J,|252
MX)
4804.31.40 Wrapping paper.............. Sieaniil Cesnies ALTERS 3oz
20 Bag or sack paper..............
40 OEBEE. . -t i e
4804.31.60f 00 Other. .. 0. sdeens s dinameonss 42 Free (A,CA,E,IL,J,|302
MX)
4804 .39 Other:
4804.39.20}] 00 Condenser paper...... e S 4.32 Free (A,CA,E,IL,J,| 252
MX)
4804.39.40 Wrapping paper..... [ AR s snon ] s vusranes ) FENG 30z
20 Bag or sack paper..............| kg
40 Other....ccceevennncnannceees. | kg
4804.39.60 Othes... ..., s S o Ssseseveel oumue ias NS Free (A,CA,E,IL,J,|302
MX)
20 Base stock for trays, dishes,
plates, cups and the like......| kg
40 OEBeE. ..t cvivivive snssseesonss | KB
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: y Units Rates of Duty
Heading/ |34 Articie Description of 1
Subheading| fix ‘ Quantity General Special =
4804 Uncoated kraft paper and paperboard, in rolls or
(con.) sheets, other than that of heading 4802 or
4803 (com.):
Other kraft J»po: and paperboard weighing more
than 150 g/o’ but less than 225 g/ao’:
4804 .41 Unbleached:
4804.41.20) 00 Wrapping PAPOL.......cccescenrcacnnns REisreis Free 302
4804.41.40] 00 OLROE. . ccovasosssvscsssospsssssossoss gt i 42 Free (!A“,CA,E_:L,J_ 302
)
4804.42.00 Bleached uniformly throughout the mass
and of which more than 95 percent by
weight of the total fiber content com=
sists of wood fibers obtained by a £
chemical process......... e L BT Free 302
10 Base stock for milk cartons
other beverage containers....... seve | - KS
Other:
20 Folding carton stock........... kg
30 Base stock for trays, dishes,
plates, cups and the like...... kg
T2
40 Base stock for
packaging.......ceeeeee ..o | k8
50 Other...coooe0ees SRS .Y kg
4804.49.00] 00 Other....cc.o e ST s a Sl SRR KR vivioine 4z Free (A,CAE,IL,J,|302
MX)
Other kraft paper and paperboard weighing
225 g/m’ or more:
4804.51.00| 00 Unbleached.......coeve R S DA kg...... |Free * 3oz
4804.52.00 Bleached uniformly throughout the mass
and of which more than 95 percent by
weight of the total fiber content con~
sists of wood fibers cbtained by a
chemical process......... sesemesbns asehas . RO 302
10 Base stock for milk cartons and
other beverage containers........... kg
Other:
20 Folding carton stock........... kg
30 Base stock for trays, dishes,
plates, cups and the Biivese | X8
Other:
40 Base stock for
packaging.......... oo vt iRy
50 ORBEE i i iabs iy vism kg
4804.59.00) 00 OLNOL. .. isssaosebiosens sodans MR R (N 8 R s ivisnini A2 Free (A,CA.E,IL,J,|302
MX)
-3,
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4805 Other uncocated paper and paperboard, in rolls or
sheets:
4805.10.00§ 00 Semichemical fluting paper (corrugating
MOGIY. oo ol i s e S e wisie s wleeivisiein o KR vonss 42 Free (A,CAE,IL,J,| 302
MX)
Multi-ply paper and paperboard:
4805.21.00 Each layer bleached.............. ot o S ey Free 302
20 Folding carton board................ kg
40 Other....... Biis sqne nna s g e sl s kg
4805.22.00 With only one outer layer bleached.......| ........ Free 302
20 Folding cartom board........... AR £
40 OEBSE. .o vovsann Ssws e wb. ¢ w Sl ..| kg z
4805.23.00 Having three or more layers of which onl
the two outer layers are bleached........] ........ |Free 302
20 Folding carton board................| kg
40 Other.....cccocvcevevcne asssvas TR
4805.29.00 OEBRYL . s vuimsinsibosssonminsiss ippeed s cemessien | ELOG 302
20 Folding cartom board.......... e kg
40 Other...... oo ass sl e A PP S T
4805.30.00] 00 Sulfite wrapping pPaper............ 5w e sl die o AERES o1 o7 N R NE Free (A,CA,E,IL,J,| 302
MX)
4805.40.00] 00 Filter paper and paperboard......... S e aea e g 4.22 Free (A,CA,E,IL,J,|11¢/k, +
MX) 152
4805.50.001 00 Felt paper and paperboard......... Sscesesunias o kg...... |Free © |02
4805.60 Other paper and paperboard, weighing 150
g/o® or less:
4805.60.20) 00 Condenser PAPer......ccccscccsccs chscanns | KBovonsiiul WeSR Free (A,CAE,IL,J,|25Z
MX)
4805.60.30§ 00 Bibulous PEPET.....ccccccecces g e cssnss ] KBsiisse |PESS 302
4805.60.40] 00 Wrapping pPaper....cccccccevecsanee ciwinins i KEeiann f 2N : 302
Other:
4805.60.50| 00 Weighing not over 15 g/ ........... £ i 1.52 Free (A,CA,E,IL,J,| 302
MX)
4805.60.70| 00 Weighing over 15 g/o’ but not
over 30 g/u’..... PR TR R T T licéks*f
S
4805.60.90 Weighing over 30 g/m .....ccovvvnee | coceeeee |43 Free (A,CA,E,IL,J,| 302
M)
20 Corrugating medium........... o
40 OEMOE. . i.vuvsvaninspennsesss ees ) k8
4805.70 Other paper and paperboard, weighing more than
150 g/of but less than 225 g/m’:
4805.70.20) 00 Pressboard.........ccc00.. ceninensniininee ] Rl veite o ) 898 Free (A,CAE,IL,J,| 302
MX)
4805.70.40 OLBEE. . .« s iciisiive bilbas o uimia LA e G S Free 302
: 20 Construction paper............
40 Linerboard containing by weight
less than 80 percent chemical
sulfate wood pulp....... S s kg
60 OEBRBE. ... .ok s s scismonialoipocunnanssnase
4805.80 Other paper and paperboard, weighing 225 g/o’
or more: L
4805.80.20| 00 Pressboard..... R SRS cdvsvsnsune ARE 4.92 Free (A,CA,E,IL,J,| 302
MX)
4805.80.40 OEBRE, . ccnsivasncgosnne R e il vsissves JETHG 302
20 Wet machine board........ccccoceee0. | kg
40 Construction paper............. esses | K8
60 Linerboard containing by weight
less than 80 percent chemical
sulfate wood pulp.......... AR RPE R 15 ()
90 OLBOE. . .cssrssosssnsssssssansee s vk RE
4806 Vegetable parchment, greaseproof papers, tracing “w.,
papers and glassine and other glazed transparent
or translucent papers, in rolls or sheets:
4806.10.00§ 00 Vegetable parchment....... L SR PR [ TR D o 192
4806.20.00| 00 Greaseproof Papers.......... S e oeinie e ek s veeess |Free 7%:;*
4806.30.00] 00 Tracing papers...... e SR e T kg...... |Free 7;{;& *
4806.40.00) 00 Glassine and other glazed transparent or
translucent PAPELS........cccecveccancanns D B PR ¢ o 722:3 *
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Composite paper and paperboard (made by sticking
o flat layers of paper or paperboard together with
an adhesive), not surface-coated or impregnated,
whether or not internally reinforced, in rolls or
sheets:
.00} oo Paper and paperboard, laminated internally
03,200 with BAtumen, SAT OF ASPRALL. .....cesesess-sii KE...... Free 30z
e and rboard, wheth
00 Straw paper pape. , whether or
BT, 95,09 not covered with paper other than straw
PRI . on's o alnsnsobansussasansonssssssoh TR 2.82 Free (A,CAE,IL,J,| 302
M)
4807.99 Other:
4807.99.20{ 00 Cloth-lined or reinforced paper..... kg...... |2.42 Free (PAQ.‘CA.E,IL.J, 22.52
)
4807.99.40| 00 Other...ccccoscccssccsassassrssscssne K oiciainn Free 302
4808 Paper and paperboard, corrugated (with or without
glued flat surface sheets), creped, crinkled, em-
bossed or perforated, in rolls or sheets, other
than that of heading 4803 or 4818:
4808.10.00§ 00 Corrugated paper and paperboard, whether
or not perforated.......ccccceeticinoccns s o kg...... |42 Free (A,CAE,IL,J,| 302
MX)
4808.20.00| 00 Sack kraft paper, creped or crinkled, whether
or not embossed or perforated................. Kgou i i Free 362
4808.30.00f 00 Other kraft paper, creped or crinkled,
whether or not embossed or perforated......... R Free 3sz
4808.90 Other:
4808.80.20] 00 Creped or crinkled............. o veppne el B v iz O eAR Pree (A,CAE,IL,J,| 362
)
4808.90.40] 00 Enbossed...ccoccccveccsssccccccnses Saivisie BB e ne s | o Pree (A,CA,E,IL,J,|18.52
MX)
4808.90.60{ 00 OLROY . . v'osivibinissmsdomnninssspbiesssnew g (3 T SRR T TRy | Free (A,CAE,IL,J,| 352
MX)
4809 Carbon paper, self-copy paper and other coated or
impregnated copying or transfer papers (including
coated or impregnated paper for duplicator stencils
or offset plates) whether or not printed, in rolls
of a width exceeding 36 cm or in rec
(including square) sheets with at least one side
exceeding 36 cm in unfolded state:
4809.10 Carbon or similar copying papers:
4809.10.20| 00 Weighing not over A5 g/ o e i ke R il st B Free (A,CAE,IL,J,| 382
MX)
4809.10.40| 00 Weighing over 15 g/w’......... sevensaadns KEoisnics Free 30.52
4809.20 Self-copy paper: 7
4809.20.20] 00 Writing paper........... e PR B S R ioann 4.4 Free (A,CAE,IL,J,| 352
MX)
4809.20.40) 00 o1 S G e G L A I G ISR e | e b 252
4809.90 Other:
4809.90.20{ 00 Stereotype-matrix board and mat..........| kg...... |5.8%2 .| Free (A,CA,E,IL,J,} 352
MX)
Decalcomania paper:
4809.90.40| 00 SimpleX...cccoccvcocnsons o nevodizs viliRBusevve a8 Free (kg-h.z.n-.-!. 152
4809.90.60) 00 Duplex.......... D% L L L s Kfassves Free Free
Other:
4809.90.70| 00 Impregnated, coated or both, but M
not otherwise treated............... RE:. .ok Tree 251
4809.90.80] 00 OLhOE...ccccoecocrcanvane See e of kgeoove. |1.92 Free (;,(():A,E.IL.J. 202
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Heading/
Subheading

Stat.
Suf-
fix

Article Description

Units
of
Quantity

Rates of Duty

1

General

Special

4810

4810.11
4810.11.20

4810.11.30
4810.11.90
4810.12.00

4810.21.00
4810.28.00

4810.31.00

4810.32.00

4810.39
4810.39.20

4810.39.40

4810.91
4810.91.20
4810.91.40

4810.99.00

20
40
00
00

00

[+[]
00

20
40

20
40

00

00
00

00

Paper and paperboard, coated on cne or both sides
with kaolin (China clay) or other inorganic sub-
stances, with or without a binder, and with no
other coating, whether or not surface-colored,
surface-decorated or printed, in rolls or
sheets:
Paper and paperboard of a kind used for
writing, printing or other graphic
purposes, not containing fibers cbtained by
a mechanical process or of which not more
than 10 percent by weight of the total
fiber content consists of such fibers:
Weighing not more than 150 g/m’:
Basic paper to be sensitized for

use in photography.....cccoveeecnces

Otheth . c.cvuey IS o as S N
India or bible paper.........c..... o

Weighing more than 150 g/a’.......

Paper and paperboard of a kind used for
writing, printing or other graphic pur—
poses, of which more than 10 percent by
weight of the total fiber content com~
sists of fibers cbtained by a mechanical

process:
Light-weight coated Paper.......cccecceee

Kraft paper and pasperboard, other than that
of a kind used for writing, printing or
other graphic purposes:
Bleached uniformly throughout the mass
and of which more than 95 percemt by
weight of the total fiber content con~
sists of wood fibers cbtained by a
chemical process and weighing
180 S/0f OF LuBB.. . cuvossoonssonbiucdss it
Folding carton csssepiiateevene
Base stock for trays, dishes,
plates, cups and the like...........

Bleached uniformly throughout the mass
and of which more than 95 percent by
weight of the total fiber content con-
sists of wood fibers obtained by a
chemical process and weighing more 4
than 150 g/& ..ccovveene
Folding carton board............
Base stock for trays, dishes,
plates, cups and the like...........

Other...cocccerecccnccresscacancsne .
Other:

Whether or not impregnated, but

not otherwise treated...........cc..

Other paper and paperboard:

Multi-ply:

Weighing more than 150 g/m’.........
Other.....coccccscevsaccsccs

sesscsee

kg 0o
L

&

1.72

2.52
2.62

2.5z
2.52

Free

Free

Free

1.2

Free
1.92

1.92

Free

Free

Free

Free

Free

(A,CAEIL,J,
MxX)

(A,CAE,IL,J,
MX)

(A,CAE,IL,J,
MX)

(A'm'zln.J'
MX)

(A,CAE,IL,J,
MX)

(A,CAE,IL,J,
MX)

Free (A,CAE,IL,J,
MX)

Free (A,CAE,IL,J,
MX)

Free (A,ﬂ.l. nlrJl
MX)

52

242
372

37z
n

252

252

252
202

302
202

202
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Paper, paperboard, cellulose wadding and webs of
S c:ﬁula::ttbon, coated, impregnated, covered,
surface-colored, surface-decorated or printed,
in rolls or sheets, other than goods of heading
4803, 4809, 4810 or 4818:
4811.10.00| 00 Tarred, bituminized or asphalted paper
5 and paperboard........eeeecetiiiiiiiitniiiinns | e Free 102
Gummed or adhesive paper and paperboard:
4811.21.00] 00 Pressure-sensitiVe........ccccceeeieaceas Kg:aiet 5.82 Free (A,CA.E,IL,J,| 402
MX)
OLROL. . cccoscessessssassssasssssasacsssns KEoeorne Free 142
4811.20.00 00 Paper and paperboard, coated, impregnated or z
covered with plastics (excluding adhesives):
4811.31 Bleached, weighing more than 150 g/m':
4811.31.20 0.3 mm or more in thickness........ o oo +vs |Free 302
10 Base stock for milk cartons
and other beverage
containers......... Reaisssptanns kg
Other:
20 Folding carton stock......| kg
30 Base stock for trays,
dishes, plates, cups
the like........ TR L ¢
Other:
40 Base stock for
..... PEEAE TN (o 1]
50 o T3 0 TRERICNE RN (8 -
4811.31.40} 00 Other...... Oyl Lrie I | § USSP o %) | Free (A’éCA,!.n..J, 422
)
4811.39 Other:
4811.39.20| 00 Printing PEPOr.....cccoeecsseccnacns kg...... |2.52 Free (A,CAE,IL,J,|372
M)
4811.39.40 OEBRE. . . vl sanissvostoveianvasn R iarsnene LEROO 252
20 Folding carton stock...........| kg
4811.40.00| 00 Paper and paperboard, coated, impregnated
or covered with wax, paraffin, stearin, oil
OF BLlYCOrol....ccveessccacccescsnsccnnsacnnsns kgoeooo. [|3.42 Free (A,CAE,IL,J,|17.52
MX)
4811.90 Other paper, psperboard, cellulose wadding
and webs of cellulose fibers:
4811.90.10f 00 Handmade paper...... AR ey ol kgeoie.. ]3.92 Fres (A,CAE,IL,J,|272
MX)
Other:
4811.90.20) 00 Wholly or partly covered with
flock, gelatin, metal or metal
S0LULAONB. coscvrvoceconssrcssvsssnse 7RO G 3.32 Free (A,CAE,IL,J,|22.5Z
MX)
Other:
4811.90.30) 00 Impregnated with latex........ .| kg...... |Free 252
4811.90.40| 00 Weighing not over
LU e B R AR | ERREREER Free (A,CA,E,IL,J,| 302
MX)
4811.90.60| 00 Weighing over 15 g/o’
but not over 30 g/m’ ...... Xg...... |Free 202
4811.90.80| 00 Weighing over 30 g/o” ..... | kg....... |2Z Free (A'K,():A.!.IL.J. 18.52
4812.00.00] 00 | Filter blocks, slabs and plates, of paper palp.....| kg...... |3.72 Free (Am.t):h.:.n.-!. 202
4813 Cigarette paper, whether or not cut to size or in
the form of bocklsts or tubes:
4813.10.00] 00 In the form of booklets or tubes.............. e 4.92 1/ Free (:&uiz.n-.-!. 602 1/
4813.20.00f 00 In rolls of a width not exceeding S cm........ b TSR 4.92 Free (:&?.z.n.-!. 602
5313~9°-°° 00 OEBBE . . socusssssssssscssssssssossssassonssssen KB.oaass 4.92 Free (!A&?rz'n-']n 602
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4814 Wallpaper and similar wallcoverings; window
transparencies of paper:
4814.10.00) 00 “Ingrain” paper......... i e a TSR TR KR oteinnis o Free 3.3¢/kg
+ 202
4814.20.00§ 00 Wallpaper and similar wallcoverings, con-
sisting of paper coated or covered, on the
face side, with a grained, embossed,
colored, design-printed or otherwise
decorated layer of plastics............... Yoes ] KBesesos JELOS 3.3¢/ksg
+ 202
4814.30.00] 00 Wallpaper and similar wallcoverings, con-
sisting of paper covered, on the face side, z
with plaiting material, whether or not i}
bound together in parallel strands or woven...| kg...... Free 3.3¢/kg
+ 202
4814.90.00¢ 00 Other..... Sk ey woale s diee oniee/eaie e e mmeivisiae ) I Free 3.3¢/kg
+ 202
4815.00.001 00 | Floor coverings on a base of paper or of paper- ;
board, whether or not cut to size............. S vsei] EReoives 3.72 Free (A,CA,E,IL,J,| 402
MX)
4816 Carbon paper, self-copy psper and other copying
or transfer papers (other than those of :
heading 4809), duplicator stencils and offset
plates, of paper, whether or not put up in
boxes:
4816.10.00¢§ 00 Carbon or similar copying papers..............| kg@...... 3z Free (:K.CA.!.IL,J, 302
)
4816.20.00| 00 Self-copy paper..... B R AN (& TR ) Free (A,CAE,IL,J,| 302
MX)
4816.30.00f 00 Duplicator stencils.......... Chcesdscsrane csocl KBoesone |38 Free (A,CA,E,IL,J,| 302
MX)
4816.90.00f 00 Other:...... i e et nosans v e [ T PIPRCRNER I g Free (A,CAE,IL,J,|352
MX)
4817 Envelopes, letter cards, plain postcards and
correspondence cards, of paper or paperboard;
boxes, pouches, wallets and writing compendiums,
of paper or paperboard, containing an assortment
of paper stationery:
4817.10.00} 0O Envelopes......ccccencsccssce iRy TR eee.. | thousands | 42 Free (A,CAE,IL,J,[ 352
MX)
4817.20 Letter cards, plain postcards and
correspondence cards:
4817.20.20f 00 Sheets of writing paper, with border
gumned or perforated, with or without
inserts, prepared for use as combina-
tion sheets and emnvelopes........ e R Koo s w6 5.12 Free (A,CA,E,IL,J,| 402
MX)
4817.20.40| 00 Other.. ... D R N s T T e e v SR 3.2z Free (A,CA,E,IL,J,|332
" MX)
4817.30.00§ 00 Boxes, pouches, wallets and writing compen-
diums, of paper or psperboard, containing an
assortment of paper stationery................ KBe---:- 4.22 Free (A,CA,E,IL,J,| 402

MX)
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X
48-14 s
3 t. i Units ates of Duty
Heading/ gf:f_ Article Description of 1
Subheading| “fix Quantity General Special 2
4820 Registers, account bocks, notebocks, order books,
receipt books, letter pads, memorandum pads,
diaries and similar articles, exercise books,
blotting pads, binders (looseleaf or other),
folders, file covers, manifold business forms,
interleaved carbon sets and other articles of
stationery, of paper or paperboard; albums for
samples or for collections and bock covers (in-
cluding cover boards and book jackets) of paper
or paperboard:
4820.10 Registers, account books, notebocks, order
books, receipt books, letter pads, 1
pemorandun pads, diaries and similar .
articles:
4820.10.20 Diaries, notebooks and address books,
bound; memorandum pads, letter pads
and similar articles..........cocc0uuee o | 42 Free (A,CAE,IL,J,| 252
MX)
10 Diaries and address books........... No.
20 Memorancdum pads, letter pads and
similar articles..........ce0ecvnees No.
50 DEROE . . s ccsssdoosssvssossbanssvuncas No.
4820.10.40} 00 OthOr...covcecscsscssssscasssasascssssnes NoL . vsee Free 252
4820.20.00§ 00 Exercise bookS.......ccovereceeracassnccsnnnns Ro. coaes Free 252
4820.30.00 Binders (other than book covers), folders
and £110 COVETS....cccccccesscsccscnsassssssss | covacnce 5.32 Free (A,CAE,IL,J,[352
MX)
20 Looseleaf binders.......ccceveevccscesces kg
40 OEROL. i sicsuesvosossssssasesnonnbosss vsss ] X8
4820.40.00| 00 Manifold business forms and interleaved
carbon SetS......ccc00. R S Kgeoveos 15.32 Free (A,CA.E,IL,J,|28.52
MX)
4820.50.00§ 00 Albums for samples or for collecticms......... e 42 Free (A,CAE,IL,J,|302
MX)
4820.90.00| 00 R R s T B 5,32 Free (A,CA.E,IL,J,|352
MX)
4821 Paper and paperboard labels of all kinds,
whether or not printed:
4821.10 Printed:
4821.10.20{ 00 Printed in whole or in part by a
lithographic Process........c.cceeeeenneen Bl 8.8¢/kg Free (A,CA,E,IL,J,|88¢/kg
MX)
4821.10.40} 00 ORBRE . ). cicveansanscsssissnasss oo n anieale KR. V. 4.22 Free (A,CAE,IL,J,|352
4821.90 Other: s
4821.90.20) 00 Pressure-sensitive..........cccc0.. A ) TR B I Free (A,CA,E,IL,J,| 402
MX)
4821.90.40| 00 OENBE .. ..coosssssssessnssennatonss AR Y 3z Free (A,CA,E,IL,J,|302
MX)
4822 Bobbins, spools, cops and similar supports of
paper pulp, paper or paperboard (whether or not
perforated or hardened):
4822.10.00} 00 0f a kind used for winding textile yam....... SO Y 4,42 Free (A,CAE,IL,J,|432
: MX)
4822.90.00| 00 OLBBE . S cicionconnnonsiscmmnanevolunsesesemnes Ry 4.52 Free (A,CAE,IL,J,|352
MX)
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48-15
; Stat. Units Rates of Duty
Rérsesl L TE Article Description of 5 s
- ing) fix Quantity General Special 2
4823 Other paper, paperboard, cellulose wadding and
webs of cellulose fibers, cut to size or shape;
other articles of paper pulp, paper, paperboard,
cellulose wadding or webs of cellulose fibers:
Gumned or adhesive paper, in strips or
rolls:
4823.11.00] 00 Pressure-sensitive........ceeiececcciians kg . s 5.82 Free (A,CAE,IL,J,| 402
MX)
4823.19.00§ 00 Other....coco000c0e SRRSO TR, S TS K& nuvs 3z Free (A,CAE,IL,J,|302
MX)
4823.20 Filter paper and paperboard:
4823.20.10] 00 Paint filters and strainers.............. | T IR 5.32 Free (A*,CA.E,IL, |352
J M
4823.20.80{ 00 OLREE....cccvvvssscscssaasssansssasconsss T RN 3.72 Free (A,CA.E,IL,J,| 302
; MX)
4823.30.00] 00 Cards, not punched, for punchcard machines,
whether OF NOt in SEIAPS....cecceccccccccccaae Xg...... |3.92 1/ 2/ Free (A,CAE,IL,J,|302
MxX)
4823.40.00| 00 Rolls, sheets and dials, printed for self-
recording APPAratUS......ccosscccsescsscsncncs kg...... |5.32 Free (:‘.‘CA,E,IL,J, 352
)
or.hoxp.po:ndpapozbond. of a kind used
for writing, printing or other graphic
es:
4823.51.00 Printed, embossed or pox{ozltod.... .............. 3z Free ('A&CA.!.IL,J, 302
)
44 Hole-punched looseleaf paper...... .. | kg
80 Other...coccooccccess e nn s v kg
4823.59 z
4823.59.20| 00 Basic paper to be sensitized for
use in photography.....ccecceeccoce: xg.....v {0.92 Free (:ﬂJ;A.!,IL‘.J. 52
o
4823.59.40 Other..... A s csanwoe Smnsiee e z Free ('AK.G;A,B.IL.J, 302
20 Containing by weight 25
percent or more cotton fiber... | kg
4823.60.00 Trays, dishes, plates, cups and the like,
of paper Or pape. o RN R O 4.32 Free (bA“.CA,!.IL.J, 3sz
)
20 Qmmdmndnum:oodcmuimn.... kg
40 OLREE...ccocoscacossssosaoaccasncsscscnns kg
4823.70.00} 00 Molded pressed articles of paper pulp......| k8...... Free 302
4823.90 Other:
4823.90.10§ 00 Of paper Pulp.....ccccecccece desavsme e ol KBiioave Free 302
4823.90.20§ 00 Of papier-miché...... TS T N S RE:.iuns 3.12 Free <:éca.z,n...1, 252
)
4823.90.40| 00 Frames or mounts for photographic
811deS..cccceasccacnncanassnesassoan Kg..ooio 3.82 Free (A,CAE,IL,J, 452
MX)
4823.90.50| - 00 Hand £anS......coeno T e kg.....v |17z Free (’A“.EA.!.I‘L.J, 502
No.
Othex:
Of coated paper or
rboard: o
4823.90.60] 00 Gaskets, washers
other seals...... e .| xg...... |5.62 Free (A,B,C,CAE, 26.52
4823.90.65| 00 Other........ s RTETEYe Xg......° |S.62 Free (A'é(':a',z.n.,.:, 26.52
)
4823.90.70) 00 Of cellulose wadding........... XL ... 3.62 Free (’Aéf):A.E.n-.J. 19.52
m"éuk wash and
.90.80| 00 ots, ors
ot other seals...... Shcarstos KBocosos 5.32 Free (A,B,C,CAE, |352
4823.90.85| 00 T AN S s KS...... 5321/ 2/  |Free (’A&éA:E.IL.J. asz
)
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CHAPTER 49

PRINTED BOOKS, NEWSPAPERS, PICTURES AND OTHER
PRODUCTS OF THE PRINTING INDUSTRY; MANUSCRIPTS,
TYPESCRIPTS AND PLANS

48-1

Notes

This chapter does not cover:

(a) Photographic negatives or positives on transparent bases (chapter 37);

(b) Maps, plans or globes, in relief, whether or not printed (heading 9023);

Playing cards or other goods of chapter 95; or (

Original engravings, prints or lithographs (heading 8702), postage or revenue stamps, stamp-postmarks, first-day
covers, postal stationery or the like of heading 9704, antiques of an age exceeding cne hundred years or other

articles of chapter 97.

For the purposes of chapter 49 the temrm “printed” also means reproduced by means of a duplicating machine, produced under
the control of a computer, embossed, photographed, photocopied, thermocopied or typewzritten.

(c)
(d)

Newspapers, journals and periodicals which are bound otherwise than in paper, and sets of newspapers, journals or
periodicals comprising more than cne issus under a single cover are to be classified in heading 4901, whether or not

containing advertising material.

Heading 4901 also covers:

(a) A collectiom of printed reproductions of, for example, works of art or drawings, with a relative text, put up with
nunbered pages in a form suitable for binding into one or more volumes;

(b) A pictorial supplement accompanying and subsidiary to, a bound volume; and

(c) Printed parts of books or booklets, in the form of assembled or separate sheets or signatures, constituting the whole
or a part of a camplete work and designed for binding.

However, printed pictures or illustrations not bearing a text, whether in the form of signatures or separate sheets, fall
in heading 4811.
Subject to note 3 of this chapter, heading 4901 does not cover publications which are essentially devoted to advertising

(for example, brochures, pamphlets, leaflets, trade catalogs, yearbooks published by trade associatiocns and tourist
promotional literature). Such publications are to be classified in heading 4911.

For the purposes of heading 4903, the expression ~children’'s picture bocks" means books for children in which the pictures
form the principal interest and the text is subsidiary.

diti U.S, Notes

1.

For the purposes of determining the classification of printed matter produced in whole or in part by a lithographic
process, the thickness of such printed matter is that of the thinnest paper contained therein, except that the thickness
of a permanently mounted lithograph is the combined thickness of the lithograph and its mounting.

Currency in current circulation in any country imported for monstary purposes and securities and similar evidences of
value provided for in heading 4907 shall be admitted without formal customs consumption entry or the payment of duty.
This does not affect any requirement under other provisions of law to the effect that transfers of monetary instruments
into or through the United States, in an amount exceeding $10,000 on any one occasion, shall be reported as prescribed

therein.
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o/ |Stat. Units Hates of Duty
sH::d;r;g/ Sut- Article Description of 1
UIeamngt fix Quantity General —_ Special
4901 Printed boocks, brochures, leaflets and similar
printed matter, whether or not in single sheets:
4901.10.00 In single sheets, whether or not folded.......| ........ Free Free
20 Reproduction proofs.............. i)l X
40 OEBOE v voi s 3 o0k o SR T o o% 5o smisi ve s X
Other:
4801.91.00 Dictionaries and encyclopedias, and
serial installments thereof..............| .... vee. |Free Free
20 Dictionaries (including
tHeSOUBUSES ). . L 0s e ol e Neo.
40 Encyclopedias.......cccveiennennnnnn No. ,
4901.99.00 e ashecuivs s sdscunsase v aair el aire s ve. |Free Free
10 Textbooks...... aesecsdcas Gagsaesvesel MO
20 Bound newspapers, journals and
periodicals provided for in Legal
Note 3 to this chapter.............. No.
30 Directories........ e iaa cisesniean ] RO
Other:
40 Bibles, testaments, prayer
bocks and other religious
L S s S S R No.
S0 Technical, scientific and
professional books..... RET R No.
Art and pictorial books:
60 Valued under SS each...... No.
65 Valued S5 or more each.... ] No.
Other:
70 Hardbound bocks......... .. | No.
75 Rack size paperbound
books....... e ciinise ] 0.
Other:
91 Containing not
more than 4 pages
each (excluding
covers)....... vevsian) B0,
92 Containing 5 or
more pages each,
but not more than
48 pages each
(excluding covers)... | No.
93 Containing 49 or
more pages each
: (excluding covers)...| No.
4902 Newspa| , journals and periodicals, whether or .
not illustrated or containing advertising material:
4902.10.00} 00 Appearing at least four times a week.......... kg...... |Free Free
4902.90 Other: % el by
4902.90.10| 00 Newspaper supplsments pr. a i
SEIEVUL® PIOCESS......ccoanceccnncnnssnnes B, 1.82 Free (A,CA,E,IL,J,|252
MX)
4902.90.20 OLROE. .« o scissnnconcasciamssssmrseoosscsan osessisen Free Free
20 Newspapers appearing less than
four times per week........ L -
40 Other business and professicnal s
journals and periodicals
(including single issues tied
together for shipping purposes)..... No.
60 Other (including single issues
tied together for shipping
PUIPOSEB) .. .ccvunrannccannssonans ees | No.
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- Units Rates of Duty
Heading/ g:f,t:. Article Description of 1
Subheading| fix Quantity General Special 2
4903.00.00f 00 Children’s picture, drawing or coloring books...... Ro i Free Free
Music, printed or in manuscript, whether or not
4904.00.00 bound oF 111ustTated...ccoosecetraniasiaisasasvsnas | ornnrene Free Free
20 Sheet music, whether or not stapled or
folded, but not otherwise bound........cccccn. X
40 OLROL. cccvcconosesnssosssnsasnsccs o oh bl e No.
4905 Maps and hydrographic or similar charts of all
kinds, including atlases, wall maps, topographical
plans and globes, printed:
4905.10.00| 00 GLOD®S .. ..ooscsesssnnsosasosasasatasssancanons Ko N 59k Free (:&():A,B,IL’,J’ 352
Other
4905.91.00) 00 In book fOIm....cc.ee- ciesvessene Savvesee Bol. oo Free Free
‘905.99.00 00 OtheOr...coccvcsvsesvassccsscssscccse cesese o R Free Free
4906.00.00| 00 | Plans and drawings for architectural, engineering,
industrial, commercial, topographical or similar
es, being originals drawn by hand; hand-
written texts; photographic reproductions on
sensitized paper and carbon copies of the fore-
EOATIB. -ssenisseasssvenssiaadssatones e r F NS Hvasls ¢ .. |Free 252
4907.00.00| 00 | Unused postage, revenue or similar stamps of
current or new issue in the country to which they
are destined; stamp-impressed paper; banknotes;
check forms; stock, share or bond certificates and
similar documents of title......cccccecncaccceneces ) TR Free 66¢/kg
4908 Transfers (decalcomanias):
4908.10.00§ 00 Transfers (decalcomanias), vitrifiable........ B cons 13.2¢/kg + Free (A,CAE,IL,J,|66¢/k, +
MX)
3.52 152
4908.90.00} 00 Other....... PR Sy shissnsesien ) R 15.4¢/kg Free (A,CAE,IL,J,| 88¢/kg
MX)
4909.00 Printed or illustrated postcards; printed cards
bearing personal greetings, messages or announce=
ments, whether or not illustrated, with or without
envelopes or trimmings:
4909.00.20§ 00 Postcards....... s T o csesessssess cosens thousands | 42 Free (A,CAE,IL,J,| 252
MX)
4909.00.40 OLROL. . cccoeescensassnsssnsssonncccnas Sesdaies i aides . ja.92 Free (A,CA.E,IL,J,| 452
MX)
20 Greeting cardS........ceceeeeacccccscnnne thousands
40 Other....ccoovessscsnnanes teesssseesscess | thousands
4910.00 Calendars of any kind, printed, including calendar
blocks:
Printed on paper or paperboard in,whole or in
part by a lithographic process: .
4910.00.20| 00 Not over 0.51 mm in thickness......... veel k8...... |Free 66¢/ks
4910.00.40} 00 Over 0.51 mm in thickness................ ERoneans 4.4¢/kg Free (A!&CA.E,IL.J. 19¢/kg
4910.00.60}] 00 Other....ccecovesoevesscens SRR L R I e 3 Free (&.‘CA,B.I‘L.J. sz
) 5
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Heading/
Subheading

Article Description

Units
of
Quantity

Rates of Duty

1

General

Special

4911
4811.10.00

4911.91
4811.81.10

4911.91.15

4911.91.20

4911.91.30
4911.91.40

4911.99
4911.99.20

4911.99.60

4911.99.80

20

40

60

80

00

00

20
40
00

20
40

00

00

00

Other printed matter, including printed pictures
and photographs:
Trade advertising material, commercial
catalogs and the like..................c......
Printed catalogs relating principally to
current offers for the sale of United
States productS......c.c.euuiiieiiiinanns

Printed catalogs, price lists or trade
notices, relating to offers, by a person
whose principal place of business or bona
fide residence is in a foreign country,
to sell or rent products of a foreign
country or to furnish foreign or interna-
tional transportation or commercial in-
surance services.............

Tourist and other literature (including
posters), containing geographic, histori-
cal, hotel, institutional, timetable,
travel or similar information, princi-
pally with respect to places, travel
facilities or educaticnal opportunities
outside the customs territory of the
United States.......

Pictures, designs and photographs:
Printed over 20 years at time of
importation.......ccococeececennnein

Printed not over 20 years at time
of importation:
Suitable for use in the
production of articles of
heading 4801........... Sassiils

Other:
Lithographs on paper or
paperboard:
Not over 0.51 mm in
thickness............

Other:
Internaticnal customs forms
(carnets) and parts thereof, in
English or French (whether or not
in additicnal languages)............

Other:
Printed on paper in whole or
in part by a lithographic

........

No.

........

By aleissie

A

Free

Free

Free

13.2¢/kg

Free
3.12

Free

0.42
4.92

Free (A,CA,E,IL,J,
MX)

Free (A,CAE,IL,J,
MX)

Free (A,CA,E,IL,J,
MX)
Free (A,CA.E,IL,J,

MX)

Free

Free

Free

66¢/kg

18.3¢/kg
252

Free

66¢/k, +
0.42
3sz

TR TR W N R SRR R ST O e I . T e I W
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SECTION XVI

Notes
1. This sectiom does not cover:

(s) Transmission, conveyor or elevator belts or belting, of plastics of chapter 39, or of vulcanized rubber, (heading
4010); or other articles of a kind used in machinery or mechanical or electrical appliances or for other technical
uses, of vulcanized rubber other than hard rubber (heading 4018);

Articles of leather or of composition leather (heading 4204) or of furskin (heading 4303), of a kind used in

i machinery or mechanical applisnces or for other technical uses; .

(¢) Bobbins, spools, cops, cones, cores, reels or similar supports, of any material (for example, chapter 39, 40, 44 or
48 or section XV);
(d) Perforated cards for Jacquard or similar machines (for example, chapter 39 or 48 or section XV);

(e) Transmission or conveyor belts of textile material (heading 5910) or other articles of textile material for technical
uses (heading 5911);

(£) Precious or semiprecious stones (natural, synthetic or reconstructed) of headings 7102 to 7104, or articles wholly of
such stones of heading 7116, except unmounted worked sapphires and diamonds for styli (heading 8322);

(g) Parts of ;:u:al use, as defined in note 2 to section XV, of base metal (section XV), or similar goods of plastics
(chapter 39);

(h) Drill pipe (heading 7304);

(1)) Endless belts of metal wire or strip (sectiom XV);
(k) Articles of chapter 82 or 83;

(1) Articles of sectiom XVII;

(m) Articles of chapter 80;
(n) Clocks, watches or other articles of chapter 91;

(o) Inm:hnaozt: tooll: of ho.dbu.u ﬁ?tozi.::\uhu of a kind used as parts of machines of heading 9603; similar
interchange: tools are to class according to the constituent materi £ part examp
in chapter 40, 42, 43, 45 or 59 or heading 6804 or €909); or g e i o e e

(p) Articles of chapter 85.

2. Subject to mote 1 to this section, note 1 to chapter 84 and to note 1 to chapter 85, parts of machines (not be arts of
the articles of heading 8484, 8544, 8545, 8546 or 8547) are to be classified according to the following m“:lns . -

(a) Parts which are goods included in any of the headings of chapters 84 and 85 (other than headings 8485 and 8548) are
in all cases to be classified in their respective headings;

(b) Other parts, if suitable for use solely or principally with a particular kind of machine, or with a number of
machines of the same heading (including a machine of heading 8479 or 8543) are to be classified with the machines of
that kind. However, parts which are equally suitable for use principally with the goods of headings 8517 and 8325 to
8528 are to be classified in heading 8517;

(¢) All other parts are to be classified in heading 8485 or 83548.

3. Unless the context otherwise requires, composite machines consisting of two or more machines fitted together to form a
whole and other machines adapted for the purpose of performing two or mors complementary or alternative functicns are to
be classified as if consisting only of that component or as being that machine which performs the principal functicn.

4. Where a machine (including a combination of machines) consists of individual components (whether separate or
intercormected by piping, by transmission devices, by electric cables or by other devices) intended to contribute together
to a clearly defined function covered by cne of the headings in chapter 84 or chapter 85, then the whole falls to be
classified in the heading appropriate to that functiom.

. For the purposes of these notes, the expression "machine” means any machine, machinery, plant, equipment, apparatus or
2 appliance cited in the headings of chapter 84 or 8S.



HARMONIZED TARIFF SCHEDULE of the United States {1994) — Supplement 1
Annotated for Statistical Reporting Purposes

XVIi-2
Additional U.S. Note

Additional U.5. To%9
1. For the purposes of this sectionm, the term "printed circuit assembly” means goods consisting of one or more printed
circuits of heading 8534 with one or more active elements assembled therson, with or without passive elements. For the
purposes of this note, "M" means diodes, transistors and similar semiconductor devices, whether or not
photosensitive, of heading 8561, and integrated circuits and microassemblies of heading 8342.

Statistical Note

1. Provisions for semiconductor manufacturing and testing machines and apparatus cover products for the growth and processing
of semiconductor materials, such as silicon and gallium arsenide, the processing of such materials into semiconductor
devices and the testing of such devices (in general the testing equipment, as well as some of the processing oqthpunt., is

classified in chapter 90). More specifically the goods include the following:

(a) Wafer manufacturing equipment:

(i) Crystal growers & pullers. - used to produce extremely pure monocrystalline semiconductor boules from which
wafers can be ";tid:od. Most common methods employed in these crystal growers and pullers are the Czochralski and
float zone me e

(ii) Wafer preparation equipment:

(A) Crystal grinders - used to grind the crystal boule to precise diameter required for wafers and to grind the
flats on the boule to indicate the conductivity type and resistivity of the crystal.

(B) Wafer slicing saws -~ used to slice wafers from a boule of monocrystalline semiconductor material.

(C) Wafer grinders, lappers and polishers - used to prepare the semiconductor wafer for the fabrication
process. This involves bringing the wafer within dimensional tolerances. Especially critical is the
flatness of its surface.

(b) Mask fabrication and repair equipment =

(i) Fabrication equipment - used to transfer design patterns to a mask or reticle, this equipment generally utilizes
optical, electron beam or X-rsys to write circuit patterns on photoresist coated substrates. After development,
these substrates become the mask or reticle for wafer fabricatiom.

(ii) Repair equipment - this equipment generally utilizes focused ion beams or laser besms. They are used directly
on the mask or reticle to remove chrome.

(c) Wafer fabrication equipment:

(i) Film formation equipment - used to apply or e various films on the surface of the wafer during the
fabrication process. These films serve as conductors, insulators and semiconductors on the finished device.
They may include cxides and nitrides of the substrate surface, metals, and epitaxial lsyers. The processes and

equipments listed below are not necessarily limited to the generation of a particular type of £ilm.

(A) Oxidation furnaces - used to form a "film” of oxide on the wafer. The oxide is formed by the chemical
reaction of the top molecular layers of the wafer with the applied oxygen or steam under heat.

(B) Chemical Vapor Deposition (CVD) equipment - used to deposit various types of films which are obtained by
combining the appropriate gases in a reactant chamber at elevated temperatures. This constitutes a
thermochemical vapor-phase reactiom. Operations may take place at atmospheric or low pressure (LPCVD) and

may use plasma enhancement (PECVD).

(C) Physical Vapor Deposition (PVD) equipment - used to deposit various types of films which are obtained by
vaporizing a solid.

(1) Evaporaticn equipment - in which the film is generated by heating the source material.

(2) Sputtering equipment - in which the film is generated by babudm the source material (target) with
ions.

(D) Molecular Beam Epitaxy (MBE) equipment - used to grow epitaxial layers on a heated monocrystalline
substrate in an ultrahigh vacuum using beams of molscules. The process is similar to FVD.

(ii) Doping equipment - which is used to introduce dopants into the wafer surface in order to modify the conductivity
or other characteristics of a semiconductor layer: A

(A) Thermal diffusion equipment - in which the dopants introduced into the surface of the wafer by the
application of gases under high temperatures.

(B) Ion Implantation - in which the dopants are "driven” into the crystal lattice structure of the surface of
the wafer in the form & beam of accelerated ions.

(C) Amnealing furnaces = which are used to repair the crystal lattice structures of the wafer damaged by ion
implantation.

A e wm B B
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(iii) Etching and stripping equipment - used for stching or cleaning surfaces of the wafers.

(A) Wet etching equipment -~ in which chemical etching materials are applied by spraying or immersion. Spray
etchers provide more uniform results than bath etchers, since they perform the operation on one wafer at a
time.

(B) Dry plasma etching - in which etching materials are presented as gases within a plasma energy field,
providing an anisotropic etch profile.

(C) Ion beam milling equipment - in which ionized gas atoms are accelerated toward the wafer surface. The
impact results in the top layer being physically removed from the surface.
’
(D) Strippers or ashers - using techniques similar to etching this apparatus removes the spent photoresist from
the surface of the wafer after it has served its purpose as a "stencil”. This equipment is also used for
removal of nitrides, oxides, and polysilicon, with an isotropic etch profile.

(iv) Lithography equipment - used to transfer the circuit designs to the photoresist coated surface of the
semiconductor wafer.

(A) Equipment for coating wafers with photoresist - these include the photoresist spimmers which are used to
apply liquid photoresist evenly over the surface of the wafer.

(B) Equipment for exposing the photoresist coated wafer with the circuit design (or a part thereof):

(1) Using a mask or reticle and exposing the photoresist to light (generally ultraviolet) or, in scme
instances, X-rays:

(a) Contact printers - where the mask or reticle is in contact with the wafer during exposure.

(b) Proximity aligners - similar to contact aligners except actual contact doesn’t take place between
the mask or reticle and the wafer.

(c¢) Scamning aligners - which use projection techniques to expose a continuously moving slit across
the mask and wafer.

(d) Step and repeat aligners - which use projection techniques to expose the wafer a portion at a
time. Exposure can be by reduction from the mask to the wafer or 1:1. Enhancements include the
use of an excimer laser.

(2) Direct write on wafer equipment - these apparatus operate with no mask or reticle. They use a
computer controlled "writing beam" (such as, an electron beam (E-beam), icn beam or laser) to "draw"
the circuit design directly on the photoresist coated wafer.

(C) Equipment for developing exposed wafers - these include chemical baths similar to those used in
photographic laboratory applications

(d) Assembly equipment

(i) Dicing equipment - these include sawing machines and scribing machines (including laser scribers) and dicing
accessories such as wafer breaking equipment.

(11) Die bonding equipment - which installs the die to the package by soldering or gluing

(iii) Wire bonding equipment - used for attaching thin wires or tapes (usually of gold, aluminum or copper) from th
die bonding pads to the corresponding pads on the package.

(iv) Packaging equipment - which are used to encapsulate or package a semiconductor device. They include sealing
furnaces, lid welders, plastic encapsulation presses, lead trim and form equipment, package deflashers, and tin
dip and solder plate equipment.

(o) Testing and inspectiocn equipment

(i) Optical inspection equipment - These include equipment that "examines" portions of the wafer surface and
compares them either to a standard pattern or to other portions of the wafer surface.
(ii) Electrical testing equipment - These include computer controlled systems u;ar. test the functions and electrical
specifications of semiconductor devices through the application and detection of electrical signals or patterns.
Testing is performed om both unencapsulated dice and packaged integrated circuits.
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CHAPTER 84
NUCLEAR REACTORS, BOILERS, MACHINERY AND
MECHANICAL APPLIANCES; PARTS THEREOF

84-1

Notes

1.

This chapter does not cover:
(a) Millstones, grindstones or other articles of chapter 68;
(b) Appliances or machinery (for example, pumps) or parts thereof, of ceramic material (chapter 69); 5

(c) Laboratory glassware (heading 7017); machinery, appliances or other articles for technical uses or parts thereof, of
glass (heading 7019 or 7020);

(d) Articles of heading 7321 or 7322 or similar articles of other base metals (chapters 74 to 76 or 78 to 81);

Electromechanical tools for working in the hand, of heading 8508, or electromechanical domestic appliances of heading

8509; or

(£) Hand-operated mechanical floor sweepers, not motorized (heading 9603).

Subject to the operation of note 3 to section XVI, a machine or appliance which answers to a description in one or more of
the headings 8401 to 8424 and at the same time to a description in one or more of the headings 8425 to 8480 is to be

classified under the appropriate heading of the former group and not the latter.

(o)

Heading 8413 does not, however, cover:

(a) Germination plant, incubators or brooders (heading 8436);

(b) Grain-dampening machines (heading 8437);

(c) Diffusing apparatus for sugar juice extraction (heading 8438);

(d) Machinery for the heat treatment of textile yarns, fabrics or made up textile articles (heading 8451); or

Machinery or plant, designed for mechanical cperation, in which a change of temperature, even if necessary, is
subsidiary.

(o)

Heading 8422 does not cover:
(a) Sewing machines for closing bags or similar containers (heading 8452); or

(b) Office machinery of heading 8472.

A machine tool for working any material which answers to a description in heading 8456 and at the same time to a
description in heading 8457, 8458, 8459, 8460, 8461, 8464 or 8465 is to be classified in heading 8456.

Heading 8457 applies only to machine tools for working metal (other than lathes) which can carry out different types of
machining operations either:

(a) By automatic tool change from a magazine or the like in conformity with a machining program (machining centers);
By the automatic use, simultanecusly or sequentially, of different unit heads working on a fixed-position
workpisce (unit construction machines, single station); or

(c) By the automatic transfer of the workpiece to different unit heads (multistation transfer machines).

(b)
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For purposes of heading 8471, the expression "sutomatic data processing machines” means:

Digital machines, capable of (1) storing the processing program or programs and at least the data immedi
necessary for execution of the program; (2) being freely programmed in accordance with the roqui:mn ::.g.
user; (3) performing arithmetical computations specified by the user; and, (4) executing, without human
intervention, a processing program which requires them to modify their execution, by logical decision during the

processing run;
Analog machines capable of simulating mathematical models and t1 t :
5 olements and programing elements; comprising at least: analog elements, control
(¢) BHybrid machines consisting of either a digital machine with analog elements or an s machine with digital
elements. analo :

(B) Automatic data processing machines may be in the form of systems consisting of a variable number of separ hous
wmits. A unit is to be regarded as being a part of the complete system if it meets all of the following :::u]ﬂucns:d

(A)
(a)

(a) It is comnmectable to the central processing unit either directly or through ome or more other units; and

(b) It is specifically designed as part of such a system (it must, in particular, unless it i powe;
be able to accept or deliver data in a form (code or signals) which can be used by the sy:t.:n) o

Such units entered separately are also to be classified in heading 8471.

Heading 8471 does not cover machines incorporating or working in conjunction with an sutomatic data processing machin

and
performing a specific function. Such machines are classified in the he te to :
paste e e e e : adings approprial their respective functions

Heading 8482 applies, inter alia, to polished steel balls, the maximm and minimum dismeters of which do not dif
the nominal diameter by more than 1 percent or by more than 0.05 mm, whichever is less. Other steel balls are 'jo:.txcn

classified under heading 7326.

Auchinowhichhuaod!o:mut.hnmwrponu,toxtho es of clas:
principal purpose were its sole oty purposes of classification, to be treated as if its

Subject to note 2 to this chapter and note 3 to section XVI, a machine the princi purpose of which i

any heading or for which no cne purpose is the principal purpose is, unless the c?-,fl.oxt otherwise :oqui;: "f.:.;:“b.d -
O roitied in heading 8479, Heading 8679 also covers machines for making rope or cable (for example stranding, twisting
or cabling machines) from metal wire, textile yarn or amy other material or from a combination of m:zh nurhl.;.

Subhead ote

1.

Subheading 8482.40 applies only to bearings with cylindrical roll 5 eding aving
length which is at least three times the diameter. The ends of t;:.r:u:ngcum.n“ ity igeoitn >

Additional U.S. Note

1.

For the purposes of subheadings 8479.89.10, 8479.89.65, 8479.89.90, 8479.90.40 and 8479.90.95, the rate of s &
appearing in the colum entitled "1-Special” applies a'lly to the following articles .nd-tb;u'puuf. ;;ul?c'ZRF:wt“ “o::
motors; propeller regulators, nonelectric; servo-mechanisms, nonelectric; windshield wipers, nonelectric; hydropneumatic
accumilators; pneumatic starters for turbojets, turbopropellers, or other gas turbines; toilet units specially designed
for aircraft; mechanical actuators for thrust reversers; air humidifiers and dehumidifiers.
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Subheadings 8473.30.30 and 8473.30.60 cover the following parts of printers of subheading 8471.82:

(a)

(b)

(e)

(d)

(o)

(£ 4)

(8).

(h)

13

(k)

Control or comnand assemblies, incorporating more than one of the following: printed circuit assembly, hard
flexible (floppy) disk drive, keyboard, user interface; & =

Light source assemblies, incorporating more than cne of the following: light emitting diode assembly, gas laser,
mirror polygon assembly, base casting;

Laser imaging assemblies, incorporating more than cne of the following: photoreceptor belt or cylinder, tomer
receptacle unit, toner developing unit, charge/discharge units, cleaning unit;

Image fixing assemblies, incorporating more than cne of the following: fuser, pressure roller, heating element,
release oil dispenser, cleaning unit, electrical control; !

Ink jet marking assemblies, incorporating more than one of the following: thermal print head, ink dispensing wnit,
nozzle and reservoir unit, ink heater;

Maintenance/sealing assemblies, incorporating more than cne of the following: vacuum unit, ink jet covering umit,
sealing unit, purging unit; ]

Paper handling assemblies, incorporating more than cne of the following: paper transport belt, roller, print bar,
carriage, gripper roller, paper storage unit, exit tray;

Thermal transfer imaging assemblies, incorporating more than cne of the following: thermal print head, cleaning
unit, supply or take-up roller;

Ionographic imaging assemblies, incorporating more than one of the following: ion generation and emitting unit, air
assist unit, printed circuit assembly, charge receptor belt or cylinder, tomer receptacle unit, toner distribution
unit, developer receptacle and distributiom unit, developing unit, charge/discharge unit, cleaning umit; or

Combinations of the above specified assemblies.

Statistical Note:

1.

For the purposes of subheading 8465.93.00, the term

wide belt sanders refers to thoss belt sanders which use a belt with a

width of 30 cm or wider.
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XVI
84-4
- Stat, e Units Rates of Duty
Heading/ Suf—- Article Description of 1
Subheading| fix Quantity General Special
Nuclear reactors; fuel elements (cartridges),
sael non-irradiated, for nuclear reactors; machinery
and apparatus for isotopic separation; parts
g to t 6.52 Free (A,CAE,IL,J
00 NUCLOAr TOBCLOLS......ccecococescsensncacnacees] Eovninns - ree (A,CA.E,IL,J,| 452
8401.10.00 - : 1 MO
00 Machinery and apparatus for isotopic
8401.20.00 separation, and parts thereol. . ...L. ot As ho R 3.91 Free (A,CAE,IL,J,|352
MX)
8401.30.00| 00 Fuel elements (cartridges), non-irradiated,
K and parts thereof.......cccoececneccnrnccncnes R e s 6.52 Free (A,CAE,IL,J,| 452
MX) 2
8401.40.00] 00 Parts of nuclear IeactorS.........cceeeececcns | 6.52 Free (’AéCA.E,IL,J, 452
¢ )
8402 Steam or other vapor generating boilers (other
than central heating hot water boilers capable
also of producing low pressure steam); super—
heated water boilers; parts thereof:
Steam or other vapor generating boilers:
8402.11.00] 00 Watertube boilers with a steam
v production exceeding 45 t per POREL e Chisines 6.5% Free (A,CA,E,IL,J,| 452
MX)
8402.12.00§ 00 Watertube boilers with a steam
production not exceeding 45 t per hour...| t....... 6.52 Free (A,CAE,IL,J,| 452
MX)
8402.19.00) 00 Other vapor generating boilers,
including hybrid boilers.......c.ccceeven e 6.52 Free (A,CA.E,IL,J,| 452
MX)
8402.20.00| 00 Super-heated water boilers.............ccc.nn. e P 6.52 Free (A*,CA.E, IL, |AS2
J,MX)
8402.90.00 PAEES . Jisiosinmsninneostosesssssssmesons AT e R 6.52 Free (A'&CA.!.IL.J. 452
)
10 Heat exchangers.......cccoceees SR T t
90 Other....... PR, (P e R ety e i
8403 Central heating boilers (other than those of
heading 8402) and parts thereof:
8403.10.00| 00 BOLLOTE . . cvsvamensnsnnsosnnesesseaissessvsenas MO. oo 4.22 Free (A,CA,E,IL,J,| 452
MX)
8403.90.00| 00 PATLS. £ coninivsnsssngusos TS R s oin il : SERG 4.22 Free (A,CA,E,IL,J,| 452
MX)
8404 Auxiliary plant for use with boilers of heading
8402 or #03 (for example, economizers, super-
heaters, soot removers, gas recoverers);
condensers for steam or other vapor power
units; parts thereof:
8404.10.00 Auxiliary plant for use with boilers of ¢ A
heading 8402 or 8403.......... Bl S Tt 6 Bt 72 Free (A,CA,E,IL,J,| 452
MX)
10 Economizers......... veseessese seesensraes t
50 OLhRr. . ccsisocosncnoen S T t
8404.20.00] 00 Condensers for steam or other vapor power : :
L T e e R G e S R R R L T TA 7 Free (A,CA,E,IL,J,| 452
MX)
8404.90.00] 00 PATER. L. viiccsssonsssinsssssasanassnsesssossnls Xiuivs 7z Free (A,CA,E,IL,J,| 452
MX)
8405 Producer gas or water gas generators, with or e
without their purifiers; acetylene gas generators i
and similar water process gas generators, with or
without their purifiers; parts thereof:
8405.10.00| 00 Producer gas or water gas generators,
with or without their purifiers; acetylene
gas generators and similar water process
gas generators, with or without their
IR PRy e SR R S R A Xisisi. g ba.82 Free (A,CA,E,IL,J,[ 452
MX)
8505-90-00 00 PREUS. S s ocovsovnientee e Viais e weRiemeies s P—— Ris slominine 2.82 Free (:ﬂ,?.z.nl\" 452
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84-45

Heading/
Subheading

Stat.
Suf-
fix

Article Description

Units
of
Quantity

Rates of Duty

3

General

Special

8442

8442.10.00
8442.20.00

8442.30.00
8642.40.00

8442.50

8442.50.10

8442.50.90

00
00

00
00

10

10

Machinery, apparatus and equipment (other than
the machine tools of headings 8456 to 8465), for
type-founding or typesettinsg, for preparing or
making printing blocks, plates, cylinders or other
printing components; printing type, blocks,
plates, cylinders and other printing components;
blocks, plates, cylinders and lithographic stones,
prepared for printing purposes (for example,
planed, grained or polished); parts thereof:
Phototypesetting and composing machines.......
Machinery, apparatus and equipment for
typesetting or composing by other
processes, with or without founding device....

Other machinery, apparatus and equipment......
Parts of the foregoing machinery, apparatus

OF OQUAPENL...ccccoscnccsssrscronaccccnnssaces

Printing type, blocks, plates, cylinders and
other printing components; blocks, plates,
cylinders and lithographic stones, prepared
for printing purposes (for example, planed,
grained or polished):
Plat@S....ccovcocnsessssssscsvsssncacas i
Planed, grained, polished or
otherwise prepared for
engraving or impressing.............

OLhBr..c.coccsceccsscscsoccconscssns
Other...... TS A o SRR

Planed, grained, polished or
otherwise preparsed for
engraving or impressing.............

| (- PR

Bo..oone
NO. .o

Xooussos

Free

Free
Free

Free

Free

Free (A.uvznn‘t"v
MX)

Free

Free
Free

Free

252
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XVI ¢
b=4
g Units Rates of Duty
Heading/ gb‘ft; Article Description of ]
Subheading| fix Quantity General Special
Printing machinery; machines for uses ancillary to
A printing; parts thereof:
Offset printing machinery: - S 5 e
R R SRS . : ree (A,CAE,IL,J,
8643.11.00] 00 Reel-fed o (m) 252
Sheet-fed, office type (sheet
s i size not exceeding 22 X 36 cm)........... No...... 3.3z Free (A,CAE,IL,J,|252
MX)
gaas. 18 Oth.!‘:' i 900 k& or less N 3.32 F: (A,CAE,IL
g8443.19.10| 00 eighing 900 kg or less............. - TN . Tee Beh. 8 J,| 252
Weighing more than 900 kg but less
puaa.39. 50§ 90 Ratt 1,000 KBS, 337 0000 400 Mk w o0 o 6% s 3.3z FPree (A,CAE,ILJ,|252
MX)
8443.19.90f 00 Weighing 1,600 kg or more........... WO wvs 2.42 Free (:‘,‘u,g,n'g’ 252
w19, )
Letterpress printing machinery, excluding
flexographic printing:
8443.21.00| 00 Ro01=Lod. o cecicvdnnvsanssatonsseiuosies No...... |3.32 Free (:&(;'A,z,n_,.x, 252
8443.29.00| 00 Other...ccoccvecscccscscscscscscsnscnncns NO AN 3.32 Free (:&EA,E,IL,J, 252
8443.30.00| 00 Flexographic printing machinery............... NOioesins 3.32 Free (&c):.\,z,n_,::, 252
8443.40.00| 00 Gravure printing machinery.................... By 3.32 Free (A.‘,‘():A,E,n.,.!, 252
8443.50 Other printing machinery:
8443.50.10| 00 Textile printing machinery....... o R - N 5.12 Free (A,CA.E,IL,J,| 402
MX)
8443.50.50| 00 OMNGE. ., . SB AR cvcvnnsmsonsmanarmmsrsions > .. |3.32 Free (Am.{t):l\.z.n..-!. 25z
8443.60.00| 00 Machines for uses ancillary to printing....... Rivaasse 13.33 Free (A,CA,E,IL,J,} 252
MX)
8443.90 Parts:
8443.90.10| 00 Of textile printing machinery............ Kisonssnie 5.12 Free (A,CA,E,IL,J,| 402
MX)
8443.90.50| 00 L A A ey (RS (e Bisiises 3.32 Free (A,CAE,IL,J,|252
MX)
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CHAPTER 95
TOYS, GAMES AND SPORTS EQUIRMENT; PARTS AND ACCESSORIES THEREOF

R

95-1

Notes
1. This chapter does not cover:
(a) Christmas tree candles (heading 3406);
(b) Fireworks or other pyrotechnic articles of heading 3604; Z

(¢) Yarns, monofilament, cords or gut or the like for fishing, cut to length but not made up into fishing lines,
of chapter 39, heading 4206 or section XI;

(d) Sports bags or other containers of heading 4202, 4303 or 4304;
(e) Sports clothing or fancy dress, of textiles, of chapter 61 or 62;
(£) Textile flags or bunting, or sails for boats, sailboards or land craft, of chapter €3;

(g) Sports footwear (other than skating boots with ice or roller skates attached) of chapter 64, or sports
headgear of chapter 65;

(h) Walking-sticks, whips, riding-crops or the like (heading 6602), or parts thersof (heading 6603);
(ij) Unmounted glass eyes for dolls or other toys, of heading 7018;

(k) Parts of general use, as defined in note 2 to section XV, of base metal (section XV), or similar
goods of plastics (chapter 39);

(1) Bells, gongs or the like of heading 8306;

(m) Electric motors (heading 8501), electric transformers (heading 8504) or radio remote control apparatus
(heading 8526);

(n) Sports vehicles (other than sleds, bobsleds, toboggans and the like) of section XVII;
(o) Children’s bicycles (heading 8712);

(p) Sports craft such as cances and skiffs (chapter 89), or their means of propulsion (chapter 44 for such
articles made of wood);

(q) Spectacles, goggles or the like, for sports or outdoor games (heading 8004);
(r) Decoy calls or whistles (heading 8208);

(s) Arms or other articles of chapter 93;

(t) Electric garlands of all kinds (heading 9405); or

(u) Racket strings, tents or other camping goods, or gloves (classified according to their comstituent
material).
2. This chapter includes articles in which natural or cultured pearls, pracious or semiprecicus stones (natural,
synthetic or reconstructed), precious metal or metal clad with precious metal constitute cnly minor constituents.

3. Subject to note 1 above, parts and accessories which are suitable for use solely or principally with articles of
this chapter are to be classified with those articles.
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X
95-2
2 Stat e Units Rates of Duty
Heading/ |2 %" Article Description of 1
Subheading| fix Quantity General Special 2
led designed to be ridden by children
9501.00 ‘(‘z‘;; u.:{:' tricycles, scooters, pedal cars);
dolls’ carriages and dolls’ strollers; parts
and accessories thereof:
wheeled toys designed to be ridden by
children and parts and accessories
thereof: i PRI . 3
9501.00.20) 00 Chain-driven wheeled toys................| X....... ree 27.52
OEIBE . . oo o s TN S Ut g ommninnn v ok sorpiaie s diut e Ristyiti 3.62 Free (A,E,IL,J MX)| 452
9501.00.40| 00 1.42 (CA)
9501.00.60| 00 Dolls’ carriages, dolls’ strollers and I
parts and accessories thereof................. PR, S 7.82 Free (A,E,IL,J,MX){ 702
3.12 (CA)
9502 Dolls representing only human beings and parts
and accessories thereof:
9502.10 Dolls, whether or not dressed:
9502.10.20} 00 BERTEM. .. . oo 50.00ln0 s Gais Be ol Rbgisioiabaicy Mozt 122 1/ 2/ Free (A,E,IL,J,MX)| 702
4.82 (CA)
Other:
9502.10.40| 00 Not over 33 cm in height............ 00000 122 1/ Free (A,E,IL,J MX)| 702
4.8 (CA)
Other:
9502.10.60] 00 Capable of electromechani-
cal movement of body parts
activated by, and synchro-
nized with, an integral
or accompanying cassette
tape player or micro-
Processor...... Svacesnsesen vty Boii, o 12z Free (A,E,IL,J,MX)| 702
4.8 (CA)
9502.10.80| 00 O s il s e v snsibsvedosdensbidnys Mai ... 4128 Free (A,E,IL,J,MX)| 702
4.8% (CA)
Parts and accessories:
9502.91.00§ 00 Garments and accessories thereof, foot-
wear and headgear........ccccvvvevencnnns xS . . |82 1/ Free (A.E,J,MX) 702
0.82 (IL)
3.22 (CA)
9502.99 Other:
9502.99.10| 00 Skins for stuffed dolls............. Xow PVis. 112220 31 Free (A,E,IL,J,MX)| 702
4.82 (CA)
9502.99.20| 00 Artificial eyes, except prosthetic
ARCARLOB I, Ui v a's 500 aius asbnimmniwisoninm - (RSN 6.42 1/ Free (A,E,IL,J ,MX)| 702
2.5% (CA)
9502.99.30{ 00 Other....ccsqs I e S R B (NP e 122 1/ Free (E,IL,J) 702
4.8 (CA)
9.6 (MX) 3/
9503 Other toys; reduced-size ("scale") models and
similar recreational models, working or not;
puzzles of all kinds; parts and accessories
thereof:
9503.10.00 Electric trains, including tracks, signals
and other accessories thereof; parts
thereof.......... sweiasslsnse shesmssdvsresss vone ] nevudds 6.82 1/ Free (A.E,IL,J,MX)| 702 .
2.72 (CA)
10 Assembly kits with comstruction
units prefabricated to an essentially
uniform scale of the actual article...... X
Other, except parts:
20 Made to a scale of the actual :
article at the ratio of 1 to 8% o
or smaller...... %40 p e A e s S pk 4
Other:
30 Made to a scale of the actual
article at a ratioc larger
than 1°t0 83, . il fiina it X
40 Other...... Rl i s 5 I 7% Sk X
50 ERECE | 0 v ol S0l 48 stk e & e e et X
See subheading 9902.71.13.
%5 See subheading 9902.95.01.
3/ See subheading 9906.95.01.




HARMONIZED TARIFF SCHEDULE of the United States (1994) — Supplement 1

Annotated for Statistical Reporting Purposes XX
95-5
; Stat. Units Rates of Duty
H’“'"?’ Suf- Article Description of 1
Subheading| fix Quantity General Special 2
9504 (com. Articles for arcade, table or parlor games,
including pinball machines, bagatelle, billiards
and special tables for casino games; autamatic
bowling alley equipment; parts and accessories
thereof (com.):
9504.30.00 Other games, coin- or toksn-operated, other
than bowling alley equipment; parts and
accessories thereof.......ceceerennconacnancen ] cocacnce 3.9z Free (AE,IL,J,MX)| 352
1.52 (CA)
10 VEd@O0. ..ccocecccsrsssassntcsnaonsanntancs X
Other: ’
Games :
20 Pinball machines and bell-
type machines and consoles..... X
40 OthOr...ccccoeccscaancassananns X
60 Parts and 2CCeSSOriesS......cccccceee X
9504.40.00] 00 Playing cards.......ocesccceeesee N Sk i pack.... |0.8¢/pack + Free (A,E,IL,J,MX)| 10¢/pack
0.82 0.3¢/pack + + 202
0.32 (CA)
9504.90 Other:
9504.90.40| 00 Geme machines, other tham coin- or
token-operated; parts and accessories
LHELOOL. .o covescassssssssssosaccasaasans > ST T 3.92 1/ Free (A,CAE,IL,J,| 352
MX)
Other:
9504.90.60) 00 Chess, checkers, parchisi, back-
gammon, darts and other games
played on boards of a special S
design, all the foregoing games ?
and thereof (including
their boards); msh-jong and
dominces; any of the foregoing
games in combination with each
other, or with other games,
packaged together as a unit
in immediate containers of a
type used in retail sales;
poker chips and dice.......cceceeene Xooooo.. |4.642 1/ Free (A.E,IL,J,MX)| 402
1.82 (CA)
9504.90.90 OtROE. . Jiefilo s najeincenibs dassscn e RS 4.642 1/ Free (A,E,IL,J,MX)| 402
1.82 (CA)
40 Bowling balls..... sidyie s b bane No.
60 Bowling equipment and parts
and accessories thereof........ X
80 Other.......... e Dol sl |5
9505 Festive, carnival or other entertainment,
articles, including magic tricks and prac-
tical joke articles; parts and accessories
thereof:
9505.10 Articles for Christmas festivities and
and accessories thersof:
Christmas ornaments:
9505.10.10§ 00 Of glass......ccccccccenccsscanccens Bt ives [BI62 Free (A,E,IL,J,MX)| 602
2.62 (CA)
9505.10.15| 00 OfL WOOd. ....ccooevcnnconncsannns Kecaioios 5.12 Free (A,E,IL,J,MX)|202
22 (CA)
9505.10.25| 00 Other....ccoocvecsenccs > LR 52 2/ gn (A,E,IL,J,MX)} 202
: (CA)
9505.10.30{ 00 Nativity scenes and figures thereof...... ' SR - I Free (A,E,IL,J,MX)| 802
2.12 (CA)
Other:
9505.10.40 Of plastics......... r e B, L Gk T aeiaus o) B0 Free (A.E,IL,J,MKX)| 602
3.32 (CA)
10 Artificial Christmas trees..... No.
20 OthOL....ccovencosaaccsssncssse X
9505.10.50 Other...cceocssssscs S O R Xisiiise 1308 Free (A,E,IL,J,MKX)| 902
2.3% (CA)
10 Artificial Christmas trees..... No.
20 OthOT..ccocescosoces { S SR X

1/
2/

See subheading 9902.71.13.
Ses subheading 9902.85.05.




HARMONIZED TARIFF SCHEDULE of the United States (1994) — Supplement 1
Annotated for Statistical Reporting Purposes

xx
95-6
- Stat S Units Rates of Duty
Heading/ |3 ¢” Article Description of 1 2
Subheading| “fix Quantity |~ General Special
tive, carnival or other entertairment
9505 (con. I:;:Lclu, including magic tricks and prac-
tical joke articles; parts and accessories
thereof (com.):
9505.90 . icks and practical joke arti-
9505.90.20| 00 B Staey SO »
cles; parts and accessories thereof...... Bbis ot mie 5.82 1/ Free (A.E,IL,J,MX)| 702
2.32 (CA)
Confetti, paper spirals or streamers,
9505.90.40} 00 favors and noisemakers; parts
and accessories thereof.................. Roosanss 42 1/ Free (A,E,IL,J, M{)}4S
1.62 (CA)
9505.90.60 OLROL....cooccccccscsascccscsnsssssssasssoe | cosessce . 1312 ) Free (A,E,IL,J, MX)| 252
1.22 (CA)
Hats:
10 Of paper, foil or plastics.....| doz.
20 Other....coovsescncssncccnsnses doz.
30 Other.....coooencesosvccnne sssesssse X
9506 Articles and equipment for general physical
excercise, gymnastics, athletics, other sports
(including table-temnis) or outdoor games, not
specified or included elsewhere in this chapter;
swimming pools and wading pools; parts and
accessories thereof:
Snow-skis and other snow-ski equipment;
and accessories theresof:
9506.11 Skis and parts and accessories thereof,
except ski poles:
9506.11.20) 00 Cross-country skis........cccceveeeee | PES..... 3.52 Free (:&?.z,n..z, 38 1/32
9506.11.40| 00 Other skis......cc.ns Cnide s e Sl o PES..oie 5.1% Free (A‘“.CA.B.IL,J, 33 1/32
)
9506.11.60| 00 Parts and accessories.......... SRR e € 3.5z Free (A,CA,E,IL,J,|AS2
MX)
9506.12 Ski bindings and parts and accessories
thereof:
9506.12.40| 00 CIOSS=COUNLEY.cccoccvsccsscssssnssns , AR 3.52 Free (A,CA.E,IL,J,|452
MX
9506.12.80| 00 OEROE . oo aivnsnniisonimnmninesensanss R ionn v 358 Free (A,CA,E,IL,J,| 452
MX)
9506.19 Other:
9506.19.40| 00 Cross=country........ cssssssss ceusee ;PR 3.52 Free (A,CAE,IL,J,| 452
MX)
9506.19.80 Other....co0e0 P SRR e L (S 5.52 Free (A,CA,E,IL,J,| 452
MX)
40 Ski poles and parts and
accessories thereof......... Sy o
80 OBNOL s cvascsonssnsnansosnansns X
Water skis, surf boards, sailboards and other
water-sport equipment; parts and accessories
thereof:
9506.21 Sailboards and parts and accessories
thereof: :
9506.21.40| 00 T N R e e MO 1.52 Free (A,CA.E,IL,J,|302
MX)
9506.21.80| 00 Parts and accessories............... y e 4.22 Free (A,CA,E,J,MX)| 302
0.42 (IL)
9506.29.00 L SRR R R e SR niak A s veeese. |4.642 Free (A,E,IL,J,MX)| 402
20 aan ks 1.82 (CA)
%0 - s S GRS 1 &
Golf clubs and other golf equipment; parts 3
and accessories thereof: .
9506.31.00] 00 Golf clubs, complet®.......ccoveeeenns S e 4.892 Free (A,E,IL,J,MO)|302
: 1.92 (CA)
9506.32.00) 00 BRLLE . iiiisvisianeonsamssiinenusninse] OO%e ey 2.42 Free (A,E,IL,J,MC)|302
0.92 (CA) 2/
9506.39.00 OEDRE . . iiiiisdasisinsodrnesnninsos IRt Mar e e .. | 4.92 Free (A,E,IL,J,MX)| 302
1.9% (CA) 2/
60 Parts of golf clubS.....cccvoveeneeee | X
80 et .z:hoz ..... e RS B ¢
.40.00§ 00 cles equipment for table-temnis,
9506 and parts and accessories thereof............. - 5.12 Free (A,E,IL,J,MX)| 302
22 (CA)
ubheading 9902.71.13.
1/ S22 Subheading 9905.95.01 d $903.5.03.
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Section 6: Appendices

Section 7

Additional Resources
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1994
April 6-9

April 7-9

April 10-15

April 12-15

April 12-15

April 13-14

April 19-20

April 25-26

April 30-May 4

PIA Tradeshow/Meeting Calendar

MEETING
Master Printers of America
Leadership Conference
Scottsdale Plaza Resort
Scottsdale, Arizona

Graphic Arts Show Company
MidWest Graphics

Cobo Conference/Exhibition Center
Detroit, Michigan

Graphic Communications Association
SGML Tutorial Series
Santa Clara, California

Marketing: PIA Financial
Executives Spring Meeting
Silverado Hotel

 Napa Valley, California

Graphic Communications Association
Addressing/Distribution
Spring Forum
Intercontinental Hotel
New Orleans, Louisiana

Graphic Communications Association
From Imagination to Press

The Westin O’Hare

Rosemont, Illinois

Graphic Communications Association
From Imagination to Press
Wyndham Garden Hotel

Commerce, California

Graphic Communications Association
Metrology Workshop
Rochester, New York

PIA Spring Administrative Meetings
& Legislative Conference

Loews L’Enfant Plaza

Washington, D.C.

CONTACT
Brenda Steele
(703) 519-8132

Jody Werner
(703) 264-7208

Joy Blake
(703) 519-8177

Wendy Shapiro
(703) 519-8137

Alex Shamoff
(703) 519-8199

Jim Harvey
(703) 519-8166

Jim Harvey -
(703) 519-8166

Jim Harvey
(703) 519-8166

Terry Harris
(703) 519-8110



DATE
May 1-3

May 9-11

May 15-19
May 19-20

May 23-24

May 23-27

June 1-2

June 9-10

June 13-16

% Meeting
LPIA Label Printing

Technical Seminar
St. Paul Hotel
St. Paul, Minnesota

Web Offset Association
42nd Annual Conference
Loews Anatole Hotel
Dallas, Texas

Graphic Communications Association
SGML Europe
Montreux, Switzerland

Graphic Communications Association
Control of Paper (ConPap) *94
Zurich, Switzerland

Graphic Communications Association
From Imagination to Press

Roosevelt Hotel

New York, New York

Graphic Communications Association
Color Connections
New York, New York

Graphic Communications Association
From Imagination to Press

The Park Inn

Minneapolis, Minnesota

Web Offset Association
Magazine Printers Section Mtg.
Daytona Hilton

Daytona, Florida

Contact
Lois Eck
(703) 519-8122

Ursula Chavez
(703) 519-8142

Tanya Bosse
(703) 519-8174

Alan Kotok
(703) 519-8173

Jim Harvey
(703) 519-8166

Jim Harvey
(703) 519-8166

Jim Harvey
(703) 519-8166

Beth Parrott
(703) 519-8141

Graphics Communications Association Tanya Bosse

OnLine Publishing '94
New York, New York

(703) 519-8174



June 19-22

July 18-22

July 21

July 25-28

July 26-28

Aug 29-30

Sept 18-21

Sept 19-23

MEETING
Marketing: Print Sales &
Marketing '94 Conference
Williamsburg Lodge

Williamsburg, Virginia

Graphic Arts Marketing
Information Service
Annual Meeting

The Hospitality House
Williamsburg, Virginia

Graphic Communications Association
SGML Tutorial Series
Boston, Massachusetts

PIA Executive Committee
PIA Headquarters
Alexandria, Virginia

Graphic Communications Association

International Conference on the
Application of HyTime

Vancouver, British Columbia

Graphic Communications Association
Addressing/Distribution
Summer Forum
Hyatt Regency
Baltimore, Maryland

Finance & Administration
Committee Meeting

Embassy Suites

Alexandria, Virginia

Graphics Communication Association
Spectrum ’9%4

The Arizona Biltmore

Scottsdale, Arizona

Graphic Communications Association
SGNL Tutorial Series
Ft. Lauderdale, Florida

CONTACT
Wendy Shapiro
(703) 519-8137

Trisha Hurlburt
(703) 519-8176

Joy Blake
(703) 519-8177

Terry Harris
(703) 519-8110

Joy Blake
(703) 519-8177

Alex Shamoff
(703) 519-8199

Karen Smith
(703) 519-8112

Jim Harvey
(703) 519-8166

Joy Blake
(703) 519-8177



DATE
Sept 21-23

Sept 25-28

Sept 29-Oct 7

Oct 1-2

Oct 2-5

Oct 7-12

Oct 9-11

Oct 16-19

Oct 19-20

MEETING
Graphic Arts Marketing
Information Service
GAMIS Quarterlt Meeting
Loews Annapolis Hotel
Annapolis, Maryland

Graphic Arts Show Company
Graph Expo East

Pennsylvania Convention Center
Philadelphia, Pennsylvania

Executive Development Program
Airlie Conference Center
Airlie, Virginia

Master Printers of America
Board of Directors Meeting
Royal Sonesta Hotel

New Orleans, Louisiana

LPIA Fall Management Conference
Sonests Key Biscayne
Key Biscayne, Florida

Graphic Communications Association
SGML Asia-Pacific
Singapore

PIA National Leadership Meeting
Boca Raton Resort
Boca Raton, Florida

Master Printers of America
Management Development Seminar
El Dorado Hotel

Sante Fe, New Mexico

Binding Industries of America
Mid-Management Seminar
Woodfield Hilton & Towers
Arlington Heights, Illinois

CONTACT
Trisha Hurlburt
(703) 519-8176

Jody Werner
(703) 264-7208

Diane Swanson
(703) 519-8183

Brenda Steele
(703) 519-8132

Lois Eck
(703) -519-8122

Joy Blake
(703) 519-8177

Terry Harris
(703) 519-8110

Negin Shakibi
(703) 519-8135

James Niesen
(312) 372-7606



MEETING CONTACT

Oct 19-21 Marketing: Wendy Shapiro
Printing industry Financial Executive (703) 519-8137

Fall '94 Meeting

Westin Canal Place

New Orleans, Louisiana

S
=

Oct 23-26 ITA Annual Convention Lois Eck
The Point at Tapatio Cliffs (703) 519-8122
Phoenix, Arizona

Nov 14-15 Governmental Affairs Alex Graham
Govt. Affairs Planning Meeting (703) 519-8180

Sandestin Beach Hilton
Destin, Florida

Dec 4-8 Graphic Communications Association Joy Blake
SGML 94 (703) 519-8177
Boston, Massachusetts
Dec 6-9 Graphics Arts Marketing Trisha Hulburt
Information Service (703) 519- 8176

GAMIS Quarterly Meeting
Stouffer Concourse Hotel
Arlington, Virginia

1995

Jan 16-18 Non-Heatset Web Section Ursula Chavez
17th Annual Conference (703) 519-8142
The Arizona Biltmore
Phoenix, Arizona

Jan 26 PIA Executive Committee Terry Harris
PIA Headquarters (703) 519-8110
Alexandria, Virginia

Feb TBA Graphic Communications Association Alex Shamoff

Printer, Publisher, Paper (703) 519-8199
Symposlum



DATE MEETING CONTACT

Feb TBA Human Relations-Education Mary Garnett
Presidents Conference (703) 519-8189
St. Thomas, Virgin Islands

Feb 8-11 Graphic Arts Show Company Jody Werner
Concepts (703) 264-7208
Orlando, Florida

Mar 7-11 Graphic Communications Association Joy Blake
Documentation 95 (703) 519-8177
Long Beach, California

Mar 12-15 PIA Human Relations Conference Jim Kyger
Red Lion’s La Posada (703) 519-8133
Scottsdale, Arizona

Mar 14-15 - Graphic Communications Association ~Alex Shamoff
Addressing/Distribution Spring (703) 519-8199

Conference 95

Ft. Lauderdale, Florida

Mar 16-19 Graphic Arts Show Company Jody Werner
Graphic Arts *95/The Charlotte Show (703) 264-7208
New Charlotte Convention Center
Charlotte, North Carolina

Apr 1-6 Binding Industries of America James Niesen
Annual BIA Convention (312) 372-7606
Desert Springs
Palm Springs, California

Apr 5-8 Master Printers of America Brensa Steele
Leadership Conference (703) 519-8132
Sonesta Key Biscayne
Key Biscayne, Florida

Apr 6-8 Graphic Arts Show Company Jody Werner

MidWest Graphics *95 (703) 264-7208
Minneapolis Convention Center
Minneapolis, Minnesota



Apr 30-May 3

May 7-10

Jun 18-21

Jul 20

Jul 25-27

Oct 5-13

Oct 6-8

Oct 8-11

Oct 22-25

MEETING
Web Offest Association
43rd Annual Conference
Sheraton Hotel & Towers
Chicago, Illinois

PIA Spring Administrative
Meetings & Legislative Conference
Washington, D.C.

Marketing

Print Sales & Marketing Meeting
Tamarron Resort

Durango, Colorado

PIA Executive Committee
PIA Headquarters
Alexandria, Virginia

Graphic Communication Association
Addressing/Distribution

Summer Forum

Philadelphia, Pennsylvania

Executive Development Program
Airlie Conference Center
Airlie, Virginia

Master Printers of America
Fall Board Meeting
TBA

Graphic Arts Show Company
Graph Expo 95

McCormick Place East
Chicago, Illinois

Master Printers of America

Management Development Seminar
TBA

CONTACT
Ursula Chavez
(703) 519-8142

Terry Harris
(703) 519-8110

Wendy Shapiro
(703) 519- 8137

Terry Harris
(703) 519-8110

Alex Shamoff
(703) 519-8199

Diane Swanson
(703) 519-8183

Brenda Steele
(703) 519-8132

Jody Werner
(703) 264-7208

Negin Shakibi
(703) 519-8135
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